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ABSTRACT 
Apparel products, one of the most popular product categories studied in involvement 
research, vary in importance to consumers, invoking high to low involvement in 
consumers. In addition, situations surrounding apparel purchase decisions and intended use 
of apparel influence a consumer's involvement in the product. Due to the complexity of the 
product category, a specialized approach is needed. 
The purposes of this study were: (I) to refine conceptualization of apparel 
involvement, (2) to generate an appropriate measure of apparel involvement by adopting and 
modifying previous measures of product involvement, (3) to examine and empirically test 
the influence of other factors such as demographic variables, and (4) to generate a casual 
model connecting antecedents and consequences of involvement. 
The conceptual model incorporated the S-O-R paradigm of involvement (Houston & 
Rothschild, 1978), Kapfererand Laurent's (1985) dimensionality concepts of interest, sign, 
pleasure, risk importance, and risk probability, and Bloch and Richins' (1986) 
conceptualization of enduring/'situational involvement. Two specific types of apparel were 
used for treatments of situational involvement — job interview apparel and athletic socks. 
Four behavioral consequences were employed in the study: I) shopping frequency. 2) time 
spent searching for information. 3) store visitation, and 4) extensive comparison before 
making choices. 
College students who were attending four different universities participated in the 
study. Data from 447 questionnaires were statistically analyzed. The results showed that the 
hypothesized model was a good fit to the data. 
The results of two treatments of situational involvement indicated that apparel 
products with different end uses differ in how consumers become involved with the products 
in the apparel consumption process. Situational involvement positively predicted behavioral 
consequences, indicating that in order to explain specific behavior, situational involvement 
specific to the product must be considered. The influence of enduring apparel involvement 
on behavioral consequences differs according to the specific products that invoke situational 
involvement. Enduring involvement had a direct influence on situational involvement and 
had a significant indirect influence on behavioral consequences when the product employed 
xi 
invokes a high situational involvement. For a product that invokes a low situational 
involvement, enduring apparel involvement played no role in situational involvement or 
behavioral consequences. However, results may vary across different gender groups. For 
men, in the study, enduring apparel involvement had a significant impact on low situational 
involvement. 
Previous empirical research of involvement examined numerous behavioral variables 
as consequences of involvement. However, not many empirical reports are available on 
demographic influences on product involvement. Although the respondents in the current 
study were limited to college students, results indicated significant demographic influences 
on involvement. Respondent's age, class standing, job type, academic major, and gender had 
significant influence on apparel involvement. 
I 
CHAPTER 1: INTRODUCTION 
Ever since Sherif and Cantril (1947) suggested that involvement exists whenever 
any social object is related to ego. involvement has been a useful variable in explaining 
various consumer behaviors (e.g., Poiesz & Cees, 1995; Rothschild. 1984; Slama & 
Tashchian. 1987; Thomas, Cassill. & Fors>the, 1991; Uptal. 1998). Involved consumers 
are considered important for success or failure of marketing strategies (Bloch. 1986; Flynn 
& Goldsmith, 1993). 
Although a number of researchers agree about the importance of involvement and 
its implication to marketers, the concept is ambiguous (Rothschild, 1984). Arora (1982) 
summarized some of the earlier conceptualizations of involvement as follows: 
Festinger (1957) defines involvement as concern with an issue. Freedman (1964) 
defines involvement as concern about, interest in. or commitment to a particular 
position on an issue. Howard and Sheth (1969) refer to "degree of involvement" as 
another label for a variable's importance. According to Sherif and Cantril (1947). a 
subject is said to be involved when the social object is the subject's ego domain. 
(Arora. 1982. p. 505) 
It is difficult to distinguish involvement from related concepts such as need, value, 
commitment, interest, importance, arousal, and motivation. Thus, involvement research 
borrowed conceptualization and theories of pre-existing constructs. Although a number of 
more recent studies have been conducted to evaluate different approaches to involvement, 
there is still no widely accepted conceptualization of involvement (Andrews. Dur\asuia. 
& Akhter, 1990; Lastovicka& Gardner. 1979; Muncy& Hunt; 1984; Rothschild. 1984; 
Tyebjee. 1979). 
Instead of focusing on developing a single conceptualization, several researchers 
(e.g.. Rothschild & Ray. 1974. Tigert. Ring, & King. 1976. Tyebjee. 1979) proposed that 
involvement is indeed multidimensional. By recognizing the coexistence of different 
dimensions imder the domain of involvement, different results across studies may be 
understood. The multidimensional approach was fiirther developed (e.g.. Kapferer & 
Laurent, 1985) and empirically supported (e.g., Lastovicka & Gardner, 1979). 
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Another effort to overcome the lack of theoretical context was made by Houston 
and Rothschild (1978). They incorporated the unifying research paradigm of S-O-R to the 
involvement concept and presented three types of involvement - enduring, situational, and 
response involvement. Not only was the S-O-R paradigm of involvement an important 
categorization, it also provided insights about how involvement interrelated with situations 
and decision-making processes. The S-O-R framework became the basis for two distinct 
types of involvement, enduring and situational (Richins & Bloch. 1986). 
The ambiguity in conceptualizations of involvement created inconsistent empirical 
results. Operationalizations of involvement varied from one study to another. Thus, most 
empirical results and conclusions were conditional on the conceptualization used in a 
particular study. 
Efforts on developing instruments for involvement have been substantial. Studies 
were devoted to the development of instruments (Behling. 1999; Bloch. 1981; Bloch. 
Sherrell & Ridgway. 1986; Kapferer & Laurent. 1985; Lastovicka & Gardener. 1979; 
Mittal. 1989; Slama & Tashchian. 1985; Tigert et al.. 1976; Traylor & Joseph, 1984; 
Zaichkowsky, 1985), refinement of previous measures (Higie & Feick, 1989; Jain & 
Srinivasan. 1990; McQuarrie & Munson. 1987; Mittal & Lee. 1989; Schneider & Rodgers. 
1996). and tests of usability of existing measures for various product types (Fairhurst. 
Good. & Gentry. 1989; Flynn & Goldsmith. 1993; Goldsmith & Emmert.1991; McQuarrie 
& Munson. 1992; Rodgers & Schneider, 1993; Thomas et al., 1991). However, not much 
empirical research considered the role of involvement in consiuner behavior or in 
relationship to other consumer variables. 
Apparel products are stimuli for involvement in this study. In previous empirical 
research, apparel has been a popular product category to study due to its high involving 
nature across many circumstances. Previous research focused on high involvement, rather 
than low involvement, situations. The vast variety of apparel products studied provided a 
broad range of levels of involvement (Sproles & Kings. 1973). Another reason for apparel 
products' popularity was the outcome of sampling. Much previous work was based on 
students' responses to sturveys or experimental situations. Apparel was considered a 
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relevant product to student respondents. Some previously studied apparel categories in 
involvement research were jeans, dresses, bras, socks, and T-shirts. 
However, little work has focused thoroughly on apparel involvement. There were 
several studies that used the concept of apparel involvement in relation to other consumer 
behavior variables. However, these studies simply borrowed previous perspectives and 
measures by merely attaching the concept of product involvement to apparel (or fashion) 
involvement. More theory-based approaches relevant to the apparel product category are 
needed. 
The apparel product category varies in its importance to consumers, invoking high 
to low involvement in various consumers. Specific types may engender very different 
involvement. In addition, situations surrounding apparel purchase decision and intended 
use of apparel influence a consumer's involvement in the product. Due to the complexity 
of the product category, a specialized approach is warranted. 
Although it is well known that using a universal scale for all product categories is 
problematic (Bloch & Richins. 1983). few efforts have been made to generate product 
specific measures. In the involvement literature only a few studies were devoted to 
produce specific involvement measures (Behling, 1999; Bloch. 1981; Tigert et al.. 1976). 
In order to enhance an understanding of apparel involvement, appropriate 
conceptualization and relevant instruments must be developed. Conceptualization and 
measures of product involvement must be modified to fit die situations of apparel products. 
To understand the role of apparel involvement in consumer behavior, factors diat cause 
involvement as well as outcome variables of involvement should be identified. The goals 
of this study are to refine conceptualization of apparel involvement and develop a product 
specific measure that can be tested across various type of apparel. 
In order to understand the dynamic role of involvement in the consumption process, 
researchers need to comprehend the causes and outcomes of involvement. Generating a 
causal model may be valuable (Uptal, 1998). The ultimate goal of this study is to develop 
a causal model that integrates antecedents and consequences of apparel involvement 
theoretically and to test the casual model empirically. 
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Purpose 
This study seeks to refine conceptualization of apparel involvement. Some of the 
issues extensively discussed in the literature will be explored, such as conceptualization, 
dimensionality, and measiurement issues. In addition, literature on involvement specific to 
apparel products will be examined. By adopting and modifying previous conceptualizations, 
a cau.sal model of apparel involvement, connecting antecedents and con<:eqiiences of 
involvement, will be presented. Refining existing measures of product involvement will 
generate an appropriate measure. Apparel involvement will be examined at two levels: 1) 
apparel in general and 2) specific types of apparel. In particular, the two specific types of 
involvement are intended to generate high involvement and low involvement situations. 
Other factors such as demographic variables related to apparel involvement will be examined 
theoretically and empirically as well. 
Involvement has been firequently included among concepts in the Textiles and 
Clothing literauire. However, none of the previous research examined the involvement 
construct extensively. By narrowing the scope to the involvement construct specifically, the 
results of this study will conuibute to the literature on apparel involvement. .A. refined 
apparel involvement measure will provide a more appropriate tool for future researchers. 
How different types of involvement relate to each other and lead to behavioral consequences 
will provide a better understanding of consumer behavior. Thus, testing of the hypothesized 
model will provide meaningful insights to apparel involvement for marketers as well as 
academic researchers. Presenting demographic information related to apparel involvement 
will help marketers to understand the target market and to determine strategic marketing 
plans. 
Objectives of the Study 
The objectives of this study are to increase understanding of consumers" involvement 
in apparel products. Specific objectives are to: 
1. Conceptualize apparel involvement; 
2. Identify variables related to apparel involvement; 
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3. Develop a causal model that connects antecedents and consequences of apparel 
involvement; 
4. Generate a measure of apparel involvement; 
5. Examine the effects of variables affecting apparel involvement; 
6. Identify dimensions of apparel involvement; 
7. Test the causal model; 
8. Compare the causal model across male and female groups. 
Definitions of Terms 
Apparel: "a body covering, specifically referring to actual garment constructed from fabric" 
(Sproles. 1979. as cited in Kaiser. 1985). 
Clothing: "any tangible or material object connected to the human body" (Kaiser. 1985). 
[nvolvement: "the extent of personal relevance to the individual in terms of his basic values, 
goals and self concept" (Engel & Blackwell, 1982, p.273). 
Product involvement: "an unobservable state reflecting the amount of interest, arousal, or 
emotional attachment a consumer has with a product" (Bloch. 1986. p. 52). 
Enduring involvement: "involvement independent of purchase occasions and motivated by 
the product's relatedness to the self and/or die pleasure obtained fi-om ownership and use" 
(Bloch, 1986, p. 52). 
Situational involvement: "the degree of involvement evoked by a particular situation ... 
and influenced by product attributes" (Bloch & Richins. 1983. p. 70). 
Dimensions of product involvement: 
Interest: "centrality, ego-importance of the product class (Laurent & Kapferer. 1985. p. 
43)'"; 
Pleasure: "hedonic value of the product, its emotional appeal, its ability to provide 
pleasure and affect" (Laurent & Kapferer, 1985. p. 43); 
Sign: "symbolic or sign value attributed by the consumer to the product, its purchase, or 
its consumption" (Laurent & Kapferer. 1985. p. 43); 
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Risk importance: "perceived importance of negative consequences of a mispurchase" 
(Kapferer& Laurent, 1985, p.29l); 
Risk probability: "subjective probability of making a mispurchase" (Kapferer & 
Laurent, 1985/86, p. 60). 
Behavioral consequences: time, frequency and intensity of effort of undertaking apparel 
shopping and consumption behaviors. 
Dissertation Organization 
Chapter 1 describes the background issues and purpose of the study. Chapter 2 
reviews theoretical background regarding main variables of the current study. Based on 
findings of previous research, hypotheses are developed. Chapter 3 gives a detailed 
explanation of instrument development, data collection procedure and methods for data 
analysis. Chapter 4 provides the results of preliminary analyses, tests of hypotheses, tests of 
the hypothesized model and discussion of findings. Chapter 5 presents a summary of the 
study, implications of results and suggestions for future research. Finally, appendices provide 
additional materials (instruments, human subjects approvals, covariance matrices and data 
analysis tables). 
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CHAPTER 2: LITERATURE REVIEW 
This chapter provides the conceptual framework of the study. Both theoretical and 
empirical literature on involvement and related variables were reviewed, hi the first section 
of die chapter, literature on product involvement was explored. Definitional issues, 
dimensionality' issues, structure of subdimensions and various measures were reviewed. In 
the second section, previous research that focused on apparel products was explored, and 
discussion of measures of involvement both for general and apparel products was presented. 
The third section includes a summary of variables that have been studied in relation to 
involvement, including behavioral consequences and demographic variables. The fonh 
section discusses the S-O-R paradigm of involvement. Finally, a theoretical model based on 
the literature review was proposed with hypothesized paths. 
Involvement 
Definition and conceptualization 
Involvement is related to personal relevance of a product to a consumer (Celsi & 
Olson, 1988; Engel & Blackwell. 1982: Greenwald & Leavitt. 1984: Petty. Cacioppo. & 
Schumann. 1983; Zaichkowsky. 1985). However, involvement is a more complex 
phenomenon than personal relevance. 
Mitchell (1979) defined involvement as. "an individual level, internal state variable 
that indicates the amount of arousal, interest or drive invoked by a particular stimulus or 
situation" (p. 194). This conceptualization was adopted by a number of researchers 
(Andrews & Durvasula, 1991; Bloch, 1981; Cohen, 1983; Kapferer& Laurent, 1985/86: 
McQuarrie & Munson, 1987; Mittal, 1989; Mittal & Lee, 1989; Rothschild. 1984). Product 
involvement refers to "an unobservable state reflecting the amount of interest, arousal, or 
emotional attachment a consumer has with a product" (Bloch. 1986. p. 52). 
Houston and Rothschild (1978) introduced three types of involvement: enduring, 
situational, and response involvement. Enduring involvement is an ongoing concern widi a 
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product that transcends situational influence and is independent from purchase (Richins & 
Bloch. 1986). It is an essential relationship between the individual and the product that is 
formulated by the individual's value system to the product and the individual's experience 
with the product (Arora, 1982). In addition, it originates in either or both of two types of 
motivation: the product representing self and the hedonic pleasure acquired from the product. 
This is a very stable type of involvement and seldom changes over time. 
Situational involvement is product involvement that occurs temporarily in a specific 
situation such as purchase (Richins & Bloch. 1986). It is influenced by the characteristics of 
the product and by the social psychological surroimdings of the purchase and the 
consimiption process (Arora. 1982). Significant risks may be associated with the situation 
(Houston & Rothschild. 1978; Richins & Bloch. 1991; Parkinson & Schenk. 1980). such as 
buying an interview suit when purchasing an inappropriate suit could diminish chances for 
getting a job. Enduring and situational involvement can be distinguished only by the 
temporal duration; their behavioral outcomes are the same (Richins & Bloch. 1986). 
Response involvement was defined as "the complexity or extensiveness of cognitive 
and behavioral processes characterizing the overall consumer decision process" (Houston & 
Rothschild, 1978, p. 185). Although this definition relates to prepurchase decision-making, 
response involvement is also described as outcome variables such as information seeking or 
product usages (Richins & Bloch. 1986; Richins. Bloch. & McQuarrie. 1992). Response 
involvement was often called "involvement response" or "consequences of involvement". 
Dimensionality issues and measures 
Some of the earlier work on involvement recognized the dimensionality' of the 
construct. Lastovicka and Gardner (1979) identified familiarity, commitment, and normative 
importance as three factors of involvement. Rothschild and Ray (1974) used two terms, 
importance and commitment, for conceptualizing involvement. Park and Young (1983. 
1986) identified two primary motives underlying involvement: utilitarian (concern over 
ftinctional attributes and issues) and value expressive (concern over aesthetics and expression 
of self-image), which lead to cognitive and affective involvement respectively. This 
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coincides with Mittal's (1989) suggestion that there are two types of involvement: functional 
and value expressive. Muncy and Hunt (1984) reported five distinct concepts underlying the 
involvement construct: ego involvement, commitment, communication involvement. 
purchase involvement, and response involvement. In the study of automobiles, Bloch (1981) 
reported six dimensions that are specific to automobiles: enjoyment of driving and usage of 
cars, readiness to talk to others about cars, interest in car racing activities, self-expression 
through one's car. attachment to one's car. and interest in cars. These dimensions were later 
refined by Shimp and Slama (1983) to a two-dimensional structure: emotional/personal and 
interpersonal dimensions. Parameswaran and Spinelli (1984) reported eight antecedents of 
involvement: familiarity, relevance, personal impact, interest, importance, difficulty in 
making choice, confidence in decision making abilities, and risks associated with making a 
decision. These earlier researchers did not pay much attention to measurement issues and did 
not focus on product involvement specifically, but guided later studies on identitying 
subdimensions of involvement. Some of these studies and other examples of dimensional 
themes are presented in Table 2.1 
In 1985. Zaichkowsky developed an involvement scale, the Personal Involvement 
Inventory (PII). This scale was based on the unidimensional conceptualization that 
involvement is personal relevance. The measure consists of 20 semantic differential scale 
items. PII was designed for any kind of involvement in product, advertisement or service. 
Because of the simplicity and versatility of the scale. PII has been the most popular measure 
of involvement (Flynn & Goldsmith. 1993). In addition, a number of refinements of the PII 
scale have been reported (Goldsmith & Emmert. 1991; Jain & Srinivasan. 1990; McQuarrie 
& Munson. 1987; McQuarrie & Munson, 1992; Zaichkowsky, 1988). However, PII has often 
been criticized for not capturing the multidimensionality of involvement. 
Laurent and Kapferer (1985) published another involvement measure that they called 
Consumer Involvement Profile (CIP). This scale is based on the multidimensionality of the 
involvement construct and the assumption that involvement is an unobservable construct that 
cannot be directly measured (Kapferer & Laurent, 1985/86; Mitchell, 1979; Rothschild. 1984). 
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Table 2.1. Examples of the suggested dimensions of involvement in previous studies 
Researchers Terms used Dimensions 
Rothschild & 
Ray (1974) 
Tigert. Ring, 
& King (1976) 
Lastovicka & 
Gardner (1979) 
Bloch(198I) 
Mittal(l989) 
Park & Young 
(1983) 
Shimp & Slama 
(1983) 
Muncy & Hunt 
(1984) 
Parameswaran & 
Spinelli (1984) 
involvement 
concepts 
fashion involvement 
index 
components 
dimensions 
(of automobile 
involvement) 
types of 
involvement 
motives 
dimensions 
(of automobile 
involvement) 
subconcepts 
antecedents 
importance 
commitment 
innovativeness & time of purchase 
interpersonal communications 
interest 
knowledgeability 
awareness and reaction to change 
familiarity 
commitment 
normative importance 
enjoyment of driving and usage of cars 
readiness to talk to others about cars 
interest in car racing activities 
self-expression through one's car 
attachment to one's car 
interest in cars 
functional 
expressive 
utilitarian 
value expressive 
emotional/personal 
interpersonal 
ego involvement 
commitment 
communication involvement 
purchase involvement 
familiarity 
relevance 
personal impact 
mterest 
importance 
difficulty in making a choice 
confidence in decision making abilities 
risks associated with making a decision 
II 
Table 2.1. (continued) 
Researchers Terms used Dimensions 
Kapferer & facets/dimensions/ interest 
Laurent antecedents/ pleasure 
(1985) determinants sign 
risk importance 
risk probability-
McQuarrie factors interest 
& Munson importance 
(1987) risk 
Jensen. Carlson. dimensions importance 
& Tripp (1989) brand commitment 
knowledge 
brand preference 
Mittal & Lee sources sign value 
(1989) hedonic value 
utility value 
Higie & Feick factors hedonic 
(1989) self express ions 
Thomas. Cassill. factors dressing to express personality 
& Forsythe (of apparel dressing as a signaling device 
(1991) involvement) 
They contended that the dimensions of involvement should be inferred from antecedents of 
involvement. In their articles, they used the terms "antecedents", "determinants", "facets", 
and "dimensions" interchangeably. The five dimensions of CIP were interest, pleasure, sign, 
risk importance, and risk probability. 
Kapferer and Laurent's (1985) CIP captures the enduring/situational framework of 
involvement derived by Richins and Bloch (1986). They reported that the interest dimension 
captures genuine enduring involvement, the risk dimensions are more related to situational 
involvement, and sign and pleasure dimensions can be related to both enduring and 
situational factors. Kapferer and Laurent also explained diat enduring product involvement 
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shapes situational involvement, but that situational involvement does not originate enduring 
involvement. 
McQuarrie and Munson (1987), who agreed that involvement is multidimensional, 
thought that Zaichkowsky's PII had indeed two dimensions: importance and pleasure. In 
their refinement of PII. they added sign and risk components. In addition. Higie and Feick 
(1989) developed a self-expression dimension to PII. Although based on the PII scale, these 
studies altogether draw upon Kapferer and Laurent's subdimensions of CIP (Jain & 
Srinivasan. 1990). 
Mittal (1989) criticized that Kapferer and Laurent's work did not contribute to the 
issue of dimensionality of involvement. He argued that they only measured antecedents of 
involvement, but not involvement itself. According to Mittal. only the importance (interest) 
subscale of CIP measures true involvement. This perspective was more supportive of 
Zaichkowsky's (1985) unidimensional concept. Mittal and Lee (1988) empirically 
demonstrated that two of Kapferer and Laurent's dimensions (sign and hedonic) were about 
product involvement and other dimensions were about brand-choice (i.e.. purchase) 
involvement. In addition, they hypothesized that product involvement is the predictor of 
brand-decision involvement. Here. Mittal was contradicting himself by admitting that sign 
and hedonic items of PII were measuring product involvement, which he denied in 1989. 
Structure of involvement subdimensions 
As stated earlier, Kapferer and Laurent's theoretical conceptualization of product 
involvement consisted of five dimensions: interest, sign, pleasure, risk importance, and risk 
probability. Empirically reported structures of these five dimensions varied depending on the 
research circumstances. 
Kapferer and Laurent (1993) reported that pleasure and interest dimensions of 
involvement may merge into one dimension for certain product categories. Rodgers and 
Schneider (1993). who studied clothing as one of four products, also found that interest and 
pleasure dimensions merged into one for apparel involvement. Jain and Srinivasan (1990). 
who incorporated all the existing involvement measure items including PII and CIP into one 
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item pool, empirically reported five factors: relevance/importance, pleasure/interest, 
sign/symbolic, risk importance, and risk probability. Here, interest and pleasure dimensions 
also merged into one. The relevance/importance factor was Zaichkowsky's (1985) 
conceptualization and the rest of the four factors were from Kapferer and Laurent's (1985) 
conceptualization. Based on the empirical finding that CIP did not include the personal 
relevance/importance dimension. Schneider and Rodgers (1996) presented additional items 
for the importance dimension of CIP. 
Controversy over risk dimensions could be found in prior studies. Even though price 
is highly related to risk (Laurent & Kapferer. 1985), fashion involved individuals were less 
price conscious (Shim & Kotsiopulous. 1991). Flynn and Goldsmith (1993) reported similar 
findings. Both Shim and Kotsiopulous and Fynn and Goldsmith used PII that does not 
include measures of risk factors. Findings of these studies may be the result of incomplete 
adoption of measurement. 
These studies, as a body of work, indicate that the dimensional structure of product 
involvement may vary across research circumstances with different products. The 
dimensional structure of apparel involvement needs to be explored. 
From the discussion above the following hypothesis is formulated. 
H i :  P r o d u c t  i n v o l v e m e n t  c o n s i s t s  o f  f i v e  d i s t i n c t  s u b d i m e n s i o n s :  I n t e r e s t ,  s i g n ,  p l e a s u r e .  
risk importance, and risk probability. 
Apparel Involvement 
Level of involvement 
Frequently purchased, commodity-like products such as toothpaste or paper towels are 
often called low involvement products for consumers (Lastovicka. 1979). whereas products 
that require complex decision making such as automobiles or real estate are considered high 
involvement products (Laurent & Kapferer, 1985). In reality, products are not inherently 
involving. It is the individual who is involved in the product. Therefore, several researchers 
argued that it is wrong to say high or low involvement in terms of products (Celuch & Slama. 
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1993; Tyebjee, 1979). However, it is evident that products differ in their tendency to arouse 
involvement in consumers (Bloch, 1981). 
Zaichkowsky (1985) proposed three factors that have impacts on level of 
involvement: person, stimulus, and situation. Products, as stimuli, are one of these three 
factors. Therefore, characteristics of the product have impact on involvement levels. Levels 
of involvement can be product specific as well as consumer specific. 
Apparel, as a product stimulus of involvement, has been regarded as high in its 
tendency to arouse involvement. Kapferer and Laurent (1985) stated that among the durable 
goods that create conditions of high involvement, apparel had been regarded as e.xtremely ego 
involving due to symbolic and hedonic characteristics. 
In addition, apparel is one of the fi-equently studied product categories of involvement 
research. In Lastovicka and Gardner's study (1979). blue jeans were one of the 10 product 
categories examined. In their multicultural comparison of use of products. Zaichkowsky and 
Sood (1988) included blue jeans among 10 products that were e.xamined. Kapferer and 
Laurent (1985. 1985/86) included dresses and bras among 20 products studied. Two products 
used in Mittal and Lee's study (1989) were jeans and VCRs. Goldsmith and Emmert (1991) 
examined validity of the three major involvement measures--PII. CIP. and Mittal's measure-
using an apparel product. Flynn and Goldsmith (1993) used apparel in order to validate 
application of PII in marketing. 
Although apparel is considered a high involvement product in general (high in 
enduring involvement), apparel includes various specific product categories such as T-shirts, 
jeans, suits, socks, and evening dress, invoking different levels of involvement. Among the 
person, stimuli, and situation factors that influence level of involvement (Zaichkowsky. 
1985), the situation (intended use) may be deeply confounded in the stimuli (products) such 
as wedding dress and job interview apparel. The importance of the intended use as well as 
the product characteristics will invoke high level of involvement. On the other hand, more 
commodity-like apparel categories, such as athletic socks, may invoke low level of 
involvement. 
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Previous research 
In textiles and clothing research, several researchers adopted involvement concepts. 
Fairhurst et al. (1989) tested the convergent validity of Zaichkowsky's PII for the fashion 
apparel product category. Flynn and Goldsmith (1993) reported that more involved 
consumers are likely to seek clothing featured in the media, are more interested in style, and 
are less likely to buy items on sale. Shim and Kotsiopulous (1991) related involvement to 
satisfaction with the apparel shopping experience and apparel purchase practices. Shim. 
Morris, and Morgan (1989) used the PII as a fashion involvement measure to identify 
differences among students evaluating imported and domestic apparel. .A.II of these studies 
used the term fashion involvement rather than apparel involvement and used Zaichkowsky's 
PII scale. They all reported that PII is a valid measure for apparel products. 
Thomas et al. (1991). on the other hand, adopted the conceptualization of Kapferer 
and Laurent (1985). but their empirical measures were different from the CIP. The two 
dimensions they empirically found were dressing to express personality and dressing as a 
signaling device. These dimensions can be merged into the sign dimension of CIP. Kim. 
Damhorst, and Lee (1999) tested three dimensions of clothing involvement based on previous 
clothing interest research; fashion, comfort, and individuality. They measured involvement 
in each dimension of apparel by using Zaichkowsky's (1994) PII. The adoption of Kapferer 
and Laurent's CIP could be found only in Browne and Kaldenberg's (1997) work on 
materialism, self-monitoring, and clothing involvement. They contended that CIP was useful 
to measure conditions of involvement, not just the involvement itself. One of their major 
findings was that high self-monitors were more driven by interest and pleasure rather than the 
sign dimension of apparel involvement. 
Dimensions of apparel involvement 
Defined as "centrality, ego-importance of the product class'' by Kapferer and Laurent 
(1985/86, p. 60), the interest dimension of apparel involvement is about what apparel means 
to the person. It is one of the core characteristics of involvement that is closely related to the 
relevance of the product to the self. Sometimes, the interest subdimension is called an 
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"importance" dimension of apparel involvement (Laurent & Kapferer. 1985; Schneider & 
Rodgers, 1996). For some researchers who considered involvement as nothing more than 
importance, the interest dimension was the sole indicator of involvement. 
Apparel is. in part, a hedonic product (Hirschman & Holbrook. 1982) and may closely 
relate to the consumer's self-identity. Richins and Bloch (1986) stated, "enduring 
involvement is independent of purchase situations and is motivated by the degree to which 
the product relates to the self and/or hedonic pleasure received from the product" (p. 280). 
Characteristics of apparel products and how they are used in society encourage the condition 
of high enduring involvement (Bloch & Richins. 1983: Laurent & Kapferer. 1985). Mittal 
and Lee (1989) included sign, utility, and hedonic dimensions as sources of product 
involvement. In their empirical work with jeans, all three dimensions were significant 
predictors of product involvement. On the other hand, in their VCR study, utility was the 
only significant predictor. Therefore, in addition to the relevance/importance/interest 
concept, the sign and pleasure dimensions should be included. 
The sign dimension is defined as the perceived symbolic value of apparel to 
consumers (Laurent & Kapferer, 1985) and focuses on the meanings of the product. It is 
closely related to consumers" "ego" perception and includes consumers" perception of 
significant others and consumers" self-enhancement resulting from wearing apparel products. 
The pleasure dimension is defined as the hedonic and rewarding value of the apparel 
product (Kapferer & Laurent, 1985. 1985/86). It was Park and Young (1983) who 
differentiated affective involvement from cognitive involvement. The pleasure dimension 
reflects apparel products' ability to elicit pleasure and affects consumers" involvement in 
clothing. If the apparel product is more aesthetically and recreationally appealing, it is likely 
to invoke higher levels of involvement. 
For consiuners. product complexity is not something desirable (Rogers. 1995). The 
more complex a product is, the less certain consumers feel about the performance of the 
product. However, uncertainty may move consumers to search for information, to elicit 
information from each other, and to participate more actively in the consumption process. 
An apparel product is a complex product of which physical, social, and psychological 
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performance is uncertain, in other words, risky. Zimbardo (1960) first recognized perceived 
risk as one of the involvement dimensions (Kapferer & Laurent, 1985). Also, Arora (1982) 
stated that whenever an incorrect decision may occur, involvement is present. The more a 
consumer is involved in a product and its expected performance, the more he or she perceives 
risks. Kapferer and Laurent (1985) further divided the risk component of involvement into 
two parts: the negative consequences of a mispurchase (risk importance) and the probability 
of making such a mispurchase (risk probability). Risk importance was defined as "perceived 
importance of the negative consequences of mispurchase" and risk probability was defined as 
"subjective probability of making a mispurchase" (p. 60). 
Measures 
Before Zaichkowsk)''s (1985) PII and Kapferer and Laurent's (1985) CIP, researchers 
used their own scales to measure involvement. After PII and CIP were introduced, most of 
involvement literature adopted these two scales. In addition, a number of studies were 
conducted on the revision of these two measures (Celuch & Evans. 1989; Flynn & 
Goldsmith. 1993; Goldsmith & Emmert. 1991; Higie & Feick, 1989; Jain & Srinivasan. 
1990; McQuarrie & Mimson, 1987; Mittal & Lee, 1989; Schneider & Rodgers. 1996). Some 
other measures for product involvement were developed such as Traylor and Joseph's (1984) 
general scale to measure involvement and Bloch el al.'s (1983) enduring involvement index. 
Researchers of these involvement scales claimed that their measures were "global", 
meaning that scales can be applied to any product category (Celuch & Slama. 1993; Higie & 
Feick, 1989; Kapferer & Laurent, 1985; Lastovicka & Gardner, 1979; Traylor & Joseph. 
1984; Zaichkowsky, 1985). However, these global measures may not successftilly capture 
the unique characteristics of a product (Jensen. Carlson. & Tripp. 1989). Product classes 
offering high complexity and variety provide more opportimities for information 
acquisition/dissemination and sensory stimulation, thus eliciting more involvement firom 
consumers (Bloch, 1986). Therefore, when the product is highly complex, developing an 
involvement measiure for the specified product category is worthwhile, as in Bloch's (1981) 
automobile involvement scale. 
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One of the earlier efforts to create an apparel product specific measure was by 
Creekmore (1963) who constructed an importance of clothing questionnaire based on the 
study of basic needs, general values and clothing behaviors. Gurel (1974). who adopted 
Creekmore's study, introduced the concept of clothing interest as follows: 
Clothing interest refers to the attitudes and beliefs about clothing, the knowledge of 
and attention paid to clothing, the concem and curiosity a person has about his own 
clothing and that of others. This interest may be manifested by an individual's 
practices in regard to clothing himself - the amount of time, energy and money he is 
willing to spend on clothing; the degree to which he uses clothing in an experimental 
manner; and his awareness of fashion and what is new. (p. 12) 
This definition reveals that clothing interest is highly similar to apparel involvement. 
If involvement research was developed and widely known at that time. Gurel (1974) might 
have used the term "apparel involvement". Several years later. Gurel and Gurel (1979) 
utilized Creekmore's (1963) item pool and empirically constructed subdimensions of clothing 
interest: concem with personal appearance, experimentation with appearance, heightened 
awareness of clothing, enhancement of personal security, enhancement of individuality, 
conformity, modesty, and comfort. Other researchers who adapted clothing interest items 
identified similar and different dimensions depending on the situation and respondents (e.g.. 
Caselman-Dickson, & Damhorst, 1993; Littrell, Damhorst. & Littrell. 1990). 
Some of the clothing interest items are similar to Tigert et al.'s (1976) measure of 
fashion involvement. Their measure focused only on the fashion component and was based 
on the conceptualization that fashion involvement consisted of dimensions of fashion 
innovativeness and early adoption, interpersonal communication about fashion, fashion 
knowledgeability, and fashion awareness. Although this scale is a product specific measure, 
the concept of fashion does not necessarily capture all characteristics of apparel in general. 
One recent effort to measure apparel involvement was made by Behling (1999). She 
chose 36 involvement relevant items from Gurel and Giirel's (1979) clothing interest items 
and identified 10 significant items for an apparel involvement measure. Although the 
validity and reliability of the scale were supported, this measiure was based on a 
unidimensional concept. Behling stated that unidimensional scales are needed for high 
involvement products such as apparel. However, tmidimensional scales do not capture the 
19 
complex nature of apparel products. Indeed, apparel products include a number of different 
product categories such as jeans, shirts, suits, and socks. Even though apparel is regarded as 
a high involvement product, the level of involvement in specific apparel categories may var\'. 
Kapferer and Laurent's (1985) CIP consists of multidimensional items that may apply 
to the apparel consumption process. However, since it was developed to measure 
involvement in any product category, individual items of CIP do not capture specific 
situations that are related to apparel products. For instance, items for the pleasure dimensions 
are " It gives me pleasure to purchase " is somewhat of a pleasure to me" and 
" Buying is like buying a gift for myself" (Bearden. Netemeyer, & Mobley, 1993). 
These items only measure a very general level of pleasiu-e and emotional appeal. Pleasure 
that arises from aesthetic experimentation (mix and match) of designs, colors, and apparel 
items are not included. A new or revised measure needs to be created for apparel 
involvement. 
Related Variables 
Commonly studied outcome variables of involvement 
A nnmber of variables have been included in the empirical research of product 
involvement. Table 2.2 shows some of the examples of variables studied. 
Even though different product involvement researchers used different terminologies for 
behavioral consequences of product involvement such as. "response involvement" (Arora. 
1982; Burton & Netemeyer, 1992; Houston & Rothschild. 1978; Slama & Tashchian. 1987). 
"involvement responses" (Richins & Bloch, 1986; Richins et al.. 1992), "behavioral 
involvement" (Engel & Blackwell, 1982; Stone, 1984), and "behavioral effect" (Mittal & 
Lee. 1989). behavioral consequences were the key variables studied in relation to 
involvement. The most often studied variables related to involvement are consumers" 
intensity of information seeking (Flynn & Goldsmith, 1993; Houston & Rothschild. 1978; Jin 
& Koh, 1999; Richins & Bloch, 1986; Uptal, 1998) and types of information sought (Corey 
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Table 2.2. Examples of outcome variables of involvement in previous studies 
Researchers Scales used Variables 
Tigert, Ring, & King Fashion involvement 
(1976) index 
Traylor & Joseph 
(!984) 
General scale to 
measure involvement 
Kapferer & Laurent Consumer 
(1985) involvement profile (CIP) 
Zaichkowsky 
(1985) 
Richins & 
Bloch(I986) 
McQuarrie & 
Munson (1986) 
Higie & Feick 
(1989) 
Mittal & Lee 
(1989) 
Ram & Jung 
(1989) 
Personal involvement 
inventory (PII) 
Automobile 
involvement 
Revised PII 
Enduring 
involvement 
Importance dimension 
ofCIP 
PII 
buying volume and price 
purchase frequency 
extensive decision process 
brand commitment 
reading articles 
interest in reading information 
interest in reading Consumer Report 
product characteristics comparison 
perceived differences among brand 
brand preference 
acquiring information from media sources 
acquiring information from interpersonal 
sources 
disseminating information 
product care 
brand commitment 
brand differentiation 
brand information search 
brand choice complexity 
information search 
opinion leadership 
extensiveness of the decision-making 
process 
interest in advertising 
frequency of product usage 
shopping enjoyment 
social observation of product/ brand 
usage 
usage frequency 
usage variety 
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Table 2.2. (continued) 
Researchers Scales used Variables 
Fairhurst. Good, & 
Gentry (1989) 
PII 8 store attributes such as 
assortment of merchandise 
quantity of merchandise 
brand name of merchandise 
Jain & Srinivasan 
(1990) 
New involvement 
profile 
information search 
perception of brand differences 
brand preferences 
Goldsmith & 
Emmert (1991) 
Pll.ClP. 
Mittal's purchase 
involvement measure 
awareness of new fashions 
purchase of new fashions 
fashion innovativeness 
fashion magazine readership 
fi"equency of clothing shopping 
frequency of TV watching 
1971; Richins et al.. 1992; Richins & Rooth-Shaffer, 1988; Uptal. 1998). Some of behavioral 
consequences included in previous studies and significantly related to product involvement 
are: time and energv' spent during product search (Engel & Blackwell. 1982). number of 
brands examined (Engel & Blackwell. 1982). money spent for purchasing (Stone. 1984). 
firequency of product usage (Mittal & Lee. 1989; Ram & Jung, 1989). frequency of purchase 
(Gainer. 1993; Goldsmith & Emmert. 1991). frequency of shopping (Flynn & Goldsmith. 
1993). frequency of social observation of product/brand usage (Mittal & Lee. 1989). and 
frequency of product care (Richins & Bloch. 1986). Monthly spending wbs also related to 
product involvement (Flyrm & Goldsmith, 1993). 
Although it is confusing as to what are antecedents and what are consequences (Poiesz 
& Cees. 1995), most of these variables are treated as outcome variables of product 
involvement. Also, a number of researchers included these variables in order to assess 
criterion validity of involvement measures (Bloch, 1981; Bloch et al.. 1986; Jain & 
Srinivasan, 1990; Kapferer & Laurent, 1985; McQuarrie & Munson, 1986; Mittal & Lee. 
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1989; Traylor & Joseph, 1984; Zaichkowsky. 1985). 
Other variables found to be related to product involvement were purchase satisfaction 
(Jin & Koh, 1999: Richins & Bloch. 1991). brand attitude formation (Park & Young. 1983). 
brand commitment (Beatty. Kahle. & Homer. 1988: Hupfer & Gardner. 1971: Traylor. 1981). 
and brand familiarity (Uptal, 1998). Other behavioral and personality variables related to 
involvement include extensive decision making (Houston & Rothschild. 1978; Mittal & Lee. 
1989; Richins & Bloch. 1991), materialism and self-monitoring (Browne & Kaldenberg. 
1997). opinion leadership (Corey, 1971: Richins & Root-Shaffer. 1988). and shopping 
enjoyment (Mittal & Lee. 1989). 
Demographic characteristics 
Few consumer demographic characteristics are known to be related to product 
involvement. The body of literature on effects of apparel involvement did not indicate clear 
directional relationships. Flynn and Goldsmith (1993) found no relationship between 
involvement and consumer demographic variables including age. education, and income. 
Zaichkowsky & Sood (1988) examined cultural differences of demographics and product 
involvement and concluded that are there were demographic differences in terms of product 
involvement across different countries. However, for jeans, one of the products they 
included, no differences in jeans involvement related to religious affiliation, country of 
residence, and gender were reported. Employment was not significantly related to purchase 
Involvement in Slama and Tashchian's (1985) study. Thomas et al. (1991) reported that 
education, income, and occupation were significantly related to the "dress as a signaling 
device" factor of apparel involvement. Subjects who had non-professional occupations such 
as service and maintenance were more involved in apparel. However, no demographic 
differences were found for the "dress as expressing personality" factor of apparel 
involvement. Fairhurst et al. (1989) reported that students were more fashion involved than 
general consumer groups. Age may be a confounding variable in this study. 
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A major demographic difference was often found for gender of respondents. Browne 
& Kaldenberg (1997) found that gender was very influential in apparel involvement. Among 
the five dimensions of CIP. involvement in risk probability was higher in males than among 
females. Tigert et al. (1976) reported that men were less involved in fashion than women. 
But more involved men showed higher involvement than more involved women. Slama and 
Tashchian (1985) reported that women were higher in purchase involvement'. Gainer (1993) 
stated that gendered products create gender differences of product involvement, but no 
empirical evidence was explored in her study. Men and women have different gender roles 
that are sometimes expressed through apparel products. Female gender role is guided by 
others (communal orientation), whereas male gender role is guided by self (agentic 
orientation) (Bern. 1974). The emotional and expressive nature of apparel products may be 
more appealing to female consimiers. Thus, men and women may exhibit different responses 
to apparel involvement. 
The S-O-R Paradigm of Invoivement 
As introduced earlier. Houston and Rothschild's (1978) involvement 
conceptualization consists of situational, enduring, and response involvement. Studies that 
adopted this fi-amework referred to it as an "S (stimulus)-O (organism)-R (response)" 
paradigm of involvement. "Stimulus" is an external factor to the individual. One of the 
stimuli in the consumption process is the product. The involvement that arises due to the 
product's characteristics and its consumption process is situational involvement. "Organism" 
is the individual consumer and involvement that is only related to the internal characteristics 
of the individual, regardless of any situational factors, is enduring involvement. "Response", 
referring to response involvement (or consequences of involvement), is attitudinal. and 
behavioral outcome occurs when stimulus and organism combine (Slama & Tashchian. 1987). 
Rather than an entire theory of consumer behavior, this is a micro theory incorporating the 
tri-part classification of involvement by Houston and Rothschild. 
' Slama and Tashcian (1985) defined purchase involvement as the self-relevance of purchasing activity in 
general. 
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The S-O-R paradigm of involvement attracted the interest of several researchers. Two 
studies were devoted to the validation of the S-O-R paradigm of involvement (Arora. 1982; 
Slama & Tashchian, 1987). Bodi studies used structural modeling and multitrait-
multimethod procedures. Situational, enduring, and response involvement were the three 
traits and Likert. semantic differential, and Stapel" scales were the three methods. In the 
conceptual models of both studies, situational involvement had an indirect effect on response 
involvement through enduring involvement as well as a direct effect on response involvement 
(see Figure 2.1). Enduring involvement was expected to be an essential link between 
situational and response involvement. However, empirical analysis produced different results. 
In Aurora's (1982) study, the causal path from situational involvement to response 
involvement was insignificant, whereas, in Slama and Tashchian's (1987) study, the causal 
path from endiuing involvement to response involvement was insignificant. 
Situational 
involvement 
Response 
involvement 
Enduring 
involvement 
Figure 2.1. Arora's (1982, p. 507) and Slama and Tashchian's (1987. p. 36) causal 
modeling of the S-O-R paradigm 
^ Stapel scale is a modification of the semantic differential scale in that adjectives are tested separately rather 
than simultaneously as unipolar concepts, and points of the scales are identified as numbers of ten scale 
positions. 
25 
More recent modeling efforts presented different path structures of the S-O-R 
paradigm. Burton and Netemeyer (1992) used structural equation analysis of the tri-part 
classification. They hypothesized that enduring involvement had an indirect effect on 
response involvement as well as a direct effect (see Figure 2.2). Situational involvement was 
the essential link from enduring to response involvement. All structural paths in Figure 2.2 
were empirically significant. 
Enduring 
involvement 
Response 
involvement 
Situational 
involvement 
Figure 2.2. Burton and Netemeyer's causal modeling of the S-O-R paradigm (1992. p. 146) 
Arora (1982), Slama and Tashchian (1987). and Burton and Netemeyer (1992) 
incorporated different products, different respondents and different measures. Researchers in 
each study developed their own measures of involvement. None of these studies had multi­
dimensional indicators for each involvement concept. 
Mittal and Lee (1989) also conducted similar structural equation modeling (see Figure 
2.3). Although they used somewhat different terms, the causal model was based on the S-0-
R paradigm of involvement. Their empirical findings identified significant paths from 
product involvement (enduring) to brand-decision involvement (situational), product 
involvement to behavioral consequences (response), and brand-decision involvement to 
behavioral consequences. In addition. Mittal and Lee (1989) tried to resolve the 
dimensionality issue by mapping a causal network of involvement. They identified sign, 
hedonic, and utilitarian values as antecedents of product involvement (they call these sources 
26 
Product: 
Sign 
Behavioral 
effects 
Product: 
Hedonic 
Product 
involvement 
Product: 
Utility 
Brand: 
Sign 
Brand: 
Hedonic 
Brand-decision 
involvement 
Brand: 
Risk 
Figure 2.3. Mittal and Lee's causal model of consumer involvement (1989. p. 373) 
of product involvement) and brand-hedonic value, product utility and brand risk as 
antecedents of brand-decision involvement (or purchase involvement). Their work is 
valuable in that the dimensionality issue was incorporated into the S-O-R paradigm of 
involvement. However, by presenting all antecedents, product involvement, and purchase 
involvement as latent variables, the model did not capture the true dimensionality of 
involvement. They viewed the involvement concept as a separated latent variable from its 
"sources". In fact, their measure for product involvement was the interest subdimension 
measure of Kapferer & Laurent's CIP. As a result, like Zaichkowsky's PIl. Mittal and Lee's 
(1989) perspective limited the scope of product involvement to its interest (or importance) 
component only. 
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In general, researchers who adopted the S-O-R paradigm of involvement agreed that 
enduring and situational involvement influence response involvement. But how enduring and 
situational involvement combine to affect response involvement (whether enduring affects 
situational or situational affects enduring) was controversial. According to Davis' (1985) 
rule for causality, if .V variable never changes and V seldom changes. .Y affects K Enduring 
involvement, by definition, is a more stable variable than are situational variables. Enduring 
involvement does not change over time and is often defined as persistent across situations 
(Bloch, 1986). Kapferer and Laurent (1985) also stated that endiuing involvement shapes 
situational involvement, but that situational involvement does not originate enduring 
involvement. Therefore, it would be most appropriate to see enduring involvement as an 
influencing variable of situational involvement. 
Based on the discussion of the S-O-R model of involvement, the following hypotheses 
were presented. 
Hi: Enduring involvement has a positive direct effect on situational involvement (Burton 
& Netemeyer. 1992: Mittal & Lee. 1989: Bloch & Richins. 1986). 
H3: Situational involvement has a positive direct effect on behavioral consequences 
(Arora, 1982; Bloch & Richins, 1986: Burton & Netemeyer, 1992: Houston & 
Rothschild, 1978: Mittal & Lee, 1989: Slama & Tashchian, 1987). 
H4: Enduring involvement has a positive direct effect on behavioral consequences (Burton 
& Netemeyer, 1992: Mittal dk Lee. 1989). 
These hypotheses coincide with paths of Burton and Netemeyer's (1992) S-O-R 
model of involvement. In addition, the paths of the S-O-R paradigm of involvement also 
imply possible indirect effects of enduring involvement on response involvement. 
H5: Enduring involvement has a positive indirect effect on behavioral consequences (Arora. 
1982: Bloch & Richins, 1986: Burton & Netemeyer, 1992; Mittal & Lee, 1989; Slama & 
Tashchian. 1987). 
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Proposed Model 
Based on the review of previous research, the following model (see Figure 2.4) was 
generated. Fundamentally, this model is based on the S-O-R paradigm of involvement 
(Arora. 1980; Burton & Netemeyer, 1992; Houston & Rothschild, 1978; Mittal & Lee. 1989; 
Slama & Tashchian. 1987). Adapting Richins and Bloch's (1986) conceptualization, 
response involvement is referred to as "hehavioral consequences" of involvement in the 
model. 
Enduring apparel involvement is considered at the general apparel product level and 
situational involvement is considered at the specific product type level. The model not only 
encompasses the enduring/situational components of involvement but also considers the 
characteristics of apparel products in that apparel involvement can be ver\' general or ver> 
specific to the product category or the situation. 
In operationalizing each variable, this study focuses on the frequently recognized 
proposition that involvement is multidimensional and adopts Kapferer and Laurent's (1985) 
conceptualization of product involvement dimensions. Product involvement should 
encompass the following five dimensions: interest, pleasure, sign, risk probability, and risk 
Interest 
Enduring 
apparel 
involvement 
Behavioral 
consequence 
Specific 
apparel type 
involvement 
Risk probability 
Interest 
Sign 
Pleasure 
Sign Risk importance 
Pleasure 
Figure 2.4. Proposed model of the apparel involvement 
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importance. Bloch and flichins (1986) stated that enduring involvement does not relate to 
purchase situation. Thus, enduring product involvement, which is the core of the product 
involvement concept, should not include concepts related to purchase situations. Enduring 
involvement is one of the intrinsic consimier characteristics that are fairly static over time. 
Considering expressive and hedonic characteristics of apparel products, enduring apparel 
involvement should include the following three dimensions: interest, sign and hedonic. 
Kapferer and Laurent (1985) indicated that situational involvement includes risk related 
dimensions. In the apparel consumption process, specific apparel type encompasses not onh' 
the purchase situation but also the possible situations in which the specific apparel type is 
used. For example, when purchasing job interview apparel, consumers cannot ignore the job 
interview situation. Women who are pregnant may have higher situational involvement in 
maternity clothes. Situational involvement is different from purchase involvement (Mittal. 
1989: Slama & Tashchian. 1988). which includes only purchase situations regardless of 
products. In operationalizing situational involvement, the proposed model includes the tlve 
dimensions of product involvement: interest, sign and hedonic. risk importance and risk 
probability. 
The theoretical model of apparel involvement is an adoption of the S-O-R model. The 
proposed model is suggestive of causal ordering of variables that can be tested by structural 
equation modeling procedure. 
Research Hypotheses 
Preliminary data analysis 
In order to assure the intended distinction of high situational involvement and low 
situational involvement, job inters'iew apparel will be used as a high involvement product 
category and athletic socks will be used as a low involvement product category. The 
association between product involvement dimensions and related behavioral consequences 
will be examined. This will be the assessment of validity and reliability of the apparel 
involvement measure. Four variables were adopted as behavioral consequences: shopping 
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frequency, time spent searching for information, store visitation, and extensive comparison 
(see also page 37 in Chapter 3). The effects of demographic variables on apparel 
involvement will be also tested. Demographic variables included are age, class standing, 
employment, job types, academic majors, and gender. Hypotheses were presented for both 
enduring and situational apparel involvement. 
Research hypotheses 
Based on the review of the previous literature, the following hypotheses were 
generated. First, the dimensionality of apparel involvement was addressed in the follow ing 
hypothesis. 
Hi .A.pparel involvement consists of five distinct subdimensions: Interest, sign, pleasure, 
risk importance, and risk probability. 
Research hypotheses developed to test the proposed model are summarized as follows. 
The current study examines the model in two ways: with a specific category that invokes high 
situational involvement (job interview apparel) and with a specific category, which invokes 
low situational involvement (athletic socks). Sub hypotheses were formulated to test each 
situational Ureatment. 
Hi: Enduring involvement has a positive direct effect on situational involvement. 
H2-1: Enduring involvement has a positive direct effect on involvement in job interview 
apparel. 
H2-2: Endiuing involvement has a positive direct effect on involvement in athletic 
socks. 
H3: Situational involvement has a positive direct effect on behavioral consequences. 
H3-1: Involvement in job interview apparel has a positive direct effect on behavioral 
consequences. 
H32: Involvement in athletic socks has a positive direct effect on behavioral 
consequences. 
H4: Enduring involvement has a positive direct effect on behavioral consequences. 
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H4-1: Enduring apparel involvement has a positive direct effect on behavioral 
consequences. 
H4-2: Enduring apparel involvement has a positive direct effect on behavioral 
consequences. 
Hypothesis 5 is about the indirect effect of enduring involvement on behavioral 
consequences. 
H,-: Enduring involvement has a positive indirect effect on behavioral consequences. 
H5.1: Enduring apparel involvement has a positive indirect effect on behavioral 
consequence. 
H5.2: Enduring apparel involvement has a positive indirect effect on behavioral 
consequences. 
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CHAPTER 3: METHOD 
To test the hypotheses and the proposed model, a self-administered questionnaire was 
used to collect data. The instrument included a measure of apparel involvement that was 
based on previous measures. The data were analyzed using descriptive statistics. Pearson 
correlation, /-test. cru-5c[uaiz statistics, analysis of vanancc (ANOVA). and Schcffc s 
multiple comparison. Structural equation modeling was used for contlrmator\' factor analysis 
and testing of the theoretical model. 
Apparel Involvement Measure Development 
Initial item pool of apparel involvement 
I adopted Kapferer and Laurent's (1985) framework of product involvement. 
However, because Kapferer and Laurent's (1985) Consumer Involvement Profile (CIP) was 
not developed specifically for apparel products, refinement of the measure was necessar\'. In 
order to refine measures of the five involvement subdimensions. a number of previous 
measures related to product involvement were collected. 
When Kapferer and Laurent (1985) published CIP. they reported that the original CIP 
in French consisted of 25 items. The complete item pool of CIP in its revised version was 
available in a number of publications. The revised version consists of 16 items. The 
complete l6-item pool is available in four different translations from French to English 
(Bearden, Netemeyer, & Mobley, 1993; Jain & Srinivasan. 1990: Kapferer & Laurent. 1993: 
Rodgers & Schneider. 1993). All items in these four different translations were included in 
the initial item pool for the apparel involvement measure. 
Two studies contributed to the refinement of CIP; Jain and Srinivasan (1990) and 
Schneider and Rodgers (1993). Jain and Srinivasan's New CIP is a refinement of CIP in 
semantic differential format, and Schneider and Rodger's CIP importance subscale (1993) 
was a supplementary measure to CIP. All items of these measures were also included in the 
initial item pool for the apparel involvement measure. 
33 
In addition, a number of previous measures of product involvement or involvement-
related constructs were considered such as Bloch's (1981) automobile involvement scale; 
Bloch et al.'s (1986) enduring involvement index; Gurel and Gurel's (1979) clothing interest 
measure; Higie and Feick's (1989) enduring involvement measure; Lastovicka and Gardner's 
(1979) components of involvement measure; Mittal and Lee's (1989) measures for a causal 
model of involvement: Muehling, Stolman, and Grosshart's (1990) product class 
involvement measure; Slama and Tashchian's (1987) purchase involvement measure; 
Srinivasan and Ratchford's (1987)'s product involvement scale; Tigert et al.'s (1976) Fashion 
Involvement Factors (1976); and Traylor and Joseph's (1984) general scale measuring 
involvement. From these measures, items relevant to all five subdimensions of CIP were 
included in the initial item pool of apparel involvement. 
Development of apparel involvement measure for pretest 
A total of 107 items were revised by two experts in Textiles and Clothing. Items were 
deleted, added, and modified in order to generate more appropriate sentences for the apparel 
product consumption process. Items capturing apparel specific characteristics as well as 
items capturing general product characteristics were included. Two item evaluation criteria 
were used during this process: (1) capability to reflect apparel specific characteristics and (2) 
capability to be adopted to various situations of specific apparel product use. .Also, each 
statement was rewritten, if necessary, in first person format. 
A total of 39 items were chosen for the pretest. Seven items related to interest. 10 to 
pleasure. 13 to sign, five to risk importance and three to risk probability (See .Appendix D for 
individual items). The pretest procedures and sample are explained on page 38. 
Apparel involvement measure 
Based on the pretest (see page 38), a 25-item apparel involvement measure was 
generated (Table 3.1). The measure consisted of five importance, seven pleasure, five sign, 
five risk importance, and three risk probability subdimension items. All items were seven-
point Likert scales ranging from "1" (strongly disagree) to "7" (strongly agree). 
I'able 3.1. Apparel involvement measure items and sources 
Subdiniension Item Source 
Interest Clothes are very important to me. 
1 rate clothing as being of the highest importance to me personally. 
1 have a strong interest in clothing. 
1 don't usually get overly concerned about selecting clothes. (-) 
The way 1 look in my clothes is important to me. 
Kapferer & Laurant, 1985 
Lastovicka & Gardner, 1979 
Kapferer & Laurent, 1985, 1985/86 
Schneider & Rodgers, 1996 
Gurel & (jurel, 1979 
Sign Having fashionable clothing is important to inc. 
Certain clothes make me feel more sure of myself. 
1 have more self confidence when 1 wear my best clothes. 
Clothing 1 wear allows others to see me as 1 would ideally like them to see me. 
My choice ofclothing is very relevant to my self image. 
Clothing helps me express who 1 am. 
new 
Gurel & (jurel. 1979 
Gurel & Gurel. 1979 
Lastoviacka & Gardner, 1979 
Slama & Fashchian, 1987 
Traylor<S Joseph, 1984 
Pleasure 1 like to shop for clothes. 
1 enjoy buying clothes for myself. 
The way my clothes feel on my body is important to me. 
1 carefully plan the accessories that 1 wear with my clothing. 
1 enjoy the design aspects ofclothing. 
1 enjoy experimenting with colors in clothing. 
Tigert, Ring& King, 1976 
Kapferer & Laurant, 1985 " 
Gurel & Gurel, 1979 
Gurel & (iurel, 1979 
new 
new 
Risk importance It is not a big deal if 1 make a mistake when purchasing clothes. (-) 
If, after 1 bought clothing, my choices proved to be poor, 1 would be really annoyed. 
1 have a lot to lose if 1 purchase something 1 don't like to wear. 
If clothing 1 bought did not perform well, I'd be really dissatisfied with the clothing. 
If clothing 1 purchase does not have the quality 1 expect, 1 am upset. 
Kapferer & Laurant, 1985 
Kapferer & Laurant, 1985 
Jain & .Snnivasan, 1990 
new 
new 
Risk probability When 1 buy clothing, 1 am never quite sure if 1 made the right choice or not. 
Choosing clothes is rather complicated. 
Making a bad choice is something 1 worry about when shopping for apparel. 
Kapferer .!t Laurant, 1985 '' '' 
Kapferer & Laurant, 1985 " '' 
new 
" Translated by Uearden, Nelemeyer & Mobley, 1993;'' I ranslated by Douglas (Kapl'erer & Laurent, 1993);*^ Translated by Jain & Srinivasan, 1990; 
Translated by Rodgers & Schneider, 1993. 
(-) reversed scale. 
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Six items were from Kapferer and Laurent's CIP (1985). One item from Jain and 
Srinivasan' New CIP (1990) and one item from Schneider and Rodger's CIP importance 
subscale (1993) were adopted. Five items were adopted from Gurel and Gurel's (1979) 
clothing interest measure and two items were from Lastovicka and Gardner (1979). One item 
from each of Mittal and Lee (1989). Tigert et al. (1976), Slama and Tashchian (1987). and 
Traylor and Joseph (1984) was adopted. Five items were newly created. 
Data Collection Questionnaire 
The questionnaire consisted of items measuring five subdimensions of consumer 
involvement. Zaichkowsky's Personal Involvement Inventory (1985). and behavioral 
consequence variables. All items were manipulated to three levels; general apparel level, 
high situational involvement level and low situational involvement level. In addition, 
demographic items were included. See Appendix B for the complete questionnaire. 
Apparel involvement treatment 
In order to assess low and high apparel involvement, two types of apparel products 
were selected as stimuli: job interview apparel and athletic socks. Job interview apparel was 
presumed to be a high involving product category. College seniors who have job interviews 
have to make an optimal choice among the apparel they possesses. If purchases need to be 
planned, they need to make choices among alternatives. Because of the importance of 
anticipated use. situational involvement will be heightened. On the other hand, because 
anticipated use of athletic socks may be less important for future career attainment, adiletic 
socks were selected as a low involving product category. 
A general written description of each product situation was presented prior to the 
administration of the measures. For the two apparel involvement treatments, subjects were 
asked to imagine a situation in which they are buying job interview apparel or athletic socks. 
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Apparel involvement 
Twenty-five apparel involvement items were included in the data collection 
questionnaire. Items were randomly ordered but repeated three times for general apparel 
(Section 1). job interview apparel (Section 2), and athletic socks (Section 3). The word 
"clothing" or "apparel" in Section 1 was simply substituted for "job interview clothing" or 
"job interview apparel" in Section 2, and "athletic socks" in Section 3. Statements were 
identical except for the product specific wording. Care was taken to make the changes as 
minimal as possible for corresponding items. For example, these corresponding items were 
worded only slightly differently: 'if clothing I bought did not perform well. I'd be really 
dissatisfied with the clothing", "If the job interview clothing I bought did not perform well. 
I'd be really dissatisfied with the clothing", and "If the athletic socks I bought did not 
perform well. I'd be really dissatisfied with the socks". 
Zaichkowsky's PII 
In order to test validity of the apparel involvement measure. Zaichkowsky's Personal 
Involvement Inventory (1985) was included in the data collection questionnaire. PII has been 
used in many studies on various types of product categories due to its simplicity. It was also 
used by Textiles and Clothing researchers (Fairhurst et al.. 1989; Park. 1996: Kim. 1995: 
Kim. Damhorst. & Lee. 1999: Shim et al.. 1989). PII is considered unidimensional and 
scores are summed for analysis. The original scale consisted of 20 semantic differential 
scales. The revised version of the PII (Zaichkowsky. 1994) composed of 10 items was 
employed in this questionnaire. Subjects were asked to rate their feelings toward apparel/job 
interview apparel/athletic socks on the 7-point. bipolar scales (important/unimportant, 
boring/interesting, relevant/irrelevant, exciting/unexciting, means nothing to me/means a lot 
to me. appealing/unappealing, fascinating/mundane, worthless/valuable, involving/not 
involving, and not needed/needed). Leading statements -"Tg me clothing is", "To me job 
interview clothing is", and "To me athletic socks are"-- were presented before the 10 word-
pairs. 
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Behavioral consequences 
Four behavioral items were developed to measure behavioral consequences of apparel 
involvement: shopping frequency, time spent searching for information, store visitation, and 
extensive comparison before making choices. First, participants were asked to indicate how 
often they (would) shop for clothes/job interview apparel/athletic socks on a six point scale of 
"l" (never). "2"' (once or twice a year), "3" (once every few months). "4" (every months). "5" 
(at least once a week), and "6" (more than once a week). Frequency of shopping has been a 
variable used in a number of involvement studies (Flynn & Goldsmith. 1993; Gainer. 1993: 
Goldsmith & Emmert. 1991; Tyebjee. 1979). Second, participants were asked to indicate 
how much time they (would) spend searching for clothes/job interview apparel/athletic socks 
on a seven-point Likert scale ranging from "1" (very little time) to "7" (very much time). As 
stated in Chapter 2. information search was one of the frequently studied variables related to 
product involvement (e.g., Flytm & Goldsmith. 1993. Richins & Bloch. 1986). Third, 
participants were asked to indicate whether they (would) visit a lot of stores before 
purchasing clothes/job interview apparel/athletic socks on a seven-point Likert scale ranging 
from "i" (strongly disagree) to "7" (strongly agree). This statement was adopted from Bloch 
et al.'s (1986) ongoing information search measure. Finally, participants were asked whether 
they (would) try on or look at a lot of clothing/job interview apparel/socks before making 
choices on a seven-point Likert scale ranging from "I" (strongly disagree) to "7" (strongly 
agree). The statement was adopted from Bloch's (1992) frequency of browsing measure. 
Intensity in shopping has been recognized as an important behavioral consequence among 
involvement researchers (Smith & Bristol. 1994). 
Demographic variables 
Respondents were asked to indicate various information about themselves: age. sex. 
nationality, year in school, major, marital status, employment, and occupation. All questions 
were closed-ended, except for the questions asking about age, their nationality for non-US 
citizens, major, and occupation. 
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Pretest 
The items measuring the five dimensions of apparel involvement, behavioral 
consequences, and demographic questions were pretested on volunteers in Corvallis. Oregon, 
in March 2000. All participants were undergraduate students in various majors (e.g.. interior 
design, sports, history, education, and chemistry). Among the participants. 21 were female 
and 10 were male. About half of the students (15") were seniors. The oretest resnondents 
I 4 
were asked to make notes concerning questions or confusion about the items they were 
answering. Based on the pretest, the apparel involvement measure was revised. 
Sample 
Male and female undergraduate students, diverse in majors, were the sample for this 
study. A convenience sampling method was used by contacting instructors of classes to 
distribute the questionnaire. Instructors at Iowa State University, Oregon State University. 
University of Delaware, and Utah State University agreed to participate. 
The questionnaire was administered to approximately 150 male and female college 
students attending a diversity issues in appearance class at Iowa State Universit\'. 150 
students attending a consumer studies class at the University of Delaware. 300 students 
attending a general chemistry class at Oregon State University, and 100 students attending a 
fashion marketing class at Utah State University. Student participation was voluntary or for 
extra class credits. 
Approval of the Use of Human Subjects 
Consent forms (Appendix A), data collection questionnaire (Appendix B). and 
application forms were submitted to and approved by the Iowa State University Human 
Subject Review Committee, the Utah State University Institutional Review Board for 
Proposed Research Involving Human Subjects, the University of Delaware Committee for 
Review of Research Involving Human Subjects, and the Oregon State University Institutional 
Review Board for the Protection of Human Subjects (Appendix C). 
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All committees assured rights and welfare of the human subjects by voluntar\' 
participation, procedures that are of minimal risk to participants, and confidential data 
reporting procedures. 
Consent Forms 
Participants were given consent forms that described the activity they would he 
engaging in and that guaranteed voluntary participation, the procedures that are of minimal 
risk to research participants, and the confidentiality of data reporting. The consent forms also 
provided a form for them to sign. To meet different requirements of each University, four 
different consent forms were developed (Appendix A). 
Data Collection Procedure 
After gaining approvals from human subject committees of each university-, consent 
forms and questionnaires were mailed to the instructors who agreed to participate in the 
current study. Instructors verbally described basics of the current study and data collection 
procedure to the subjects and distributed the consent forms and questionnaires. In order not 
to take class time for data collection, students were asked to fill out the questionnaire outside 
of the class. Instructors later collected the completed questiormaires as well as signed 
consent forms. 
The data collection began April 1 and ended on May 28, 2000. A total of 512 
questionnaires were returned to the researcher. Of these returns. 447 usable questionnaires 
were used for the data analyses. 
Data Analysis 
For descriptive statistics such as Pearson correlation, /-test. c/i/-square statistics. 
ANOVA. Statistical Package for Social Science (SPSS) Version 10.0 was used. For 
confirmatory factor analysis and causal model analysis, structural equation modeling using 
LISREL Vn (Joreskog & Sorbom. 1989) was used. 
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Descriptive statistics 
In order to present a demographic profile, descriptive statistics of demograpiiic 
variables were analyzed. In addition, descriptive statistics of the apparel involvement 
measure were also conducted. Frequencies, percents, means, and standard deviations were 
used for descriptive statistics. 
Reliability 
In order to assess reliability of the apparel involvement measure, a test of internal 
consistency using Cronbach's standardized alpha was conducted. Reliability assessment was 
conducted for each dimension of the apparel involvement measure. .A.n alpha value of .70 
and above was evidence of high reliability among multiple indicators of each apparel 
involvement dimension (Nunally. 1978). 
Pearson correlation 
Pearson's product moment correlation was used to examine the association of research 
variables for general apparel, job interview apparel, and athletic socks. Strong association 
between apparel involvement subdimensions and Zaichkowsky's PII was evidence for 
convergent validity. Strong associations between apparel involvement subdimensions and 
behavioral consequence items were evidence of criterion validity. 
The Pearson correlation coefficient was also used to explore differences of apparel 
involvement related to continuous demographic variables such as age. Significance level 
requirement was .05. 
Mean and distribution differences 
The /-test was conducted to examine mean differences between involvement in job 
interview apparel and athletic socks. Also, relationships of bi-variate demographic variables 
such as employment with product involvement were tested by /-statistics. The test was 
conducted for each apparel subdimension. Acceptable significance levels were set at .the 05 
level of alpha. 
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C/i/-square was used to explore associations between categorical variables such as 
gender and other categorical demographic variables. A c/iZ-square significance of .05 alpha 
or less indicated differences. 
ANOVA and multiple comparison 
hi order to assess the impact of categorical variables such as class standing and 
occupation on apparel involvement, analysis of variance (ANOVA) was conducted. 
Significant F-values at .05 level of alpha or less were evidence of group differences. When a 
significant difference was present, Scheffe's multiple comparison was conducted to examine 
the structure of group differences. Scheffe's method was used because it is one of the most 
conservative multiple comparisons and it is not affected by unbalanced group sizes (Clark-
Carter. 1997). The critical probability for multiple comparisons was set at 0.05. 
Structural equation modeling 
Three types of structural equation modeling methods were used: confirmatory factor 
analysis, causal model testing, and simultaneous group analysis. The maximum-likelihood 
estimation was analyzed through LISREL"* VII (Joreskog & Sorbom. 1989). Structural 
equation modeling (SEM) was employed because it allows the researcher to examine both the 
path structure of the latent model and the factor loadings of the measurement model. In 
addition, by using SEM. measurement errors can be accounted for. Previous researchers who 
adopted the S-O-R paradigm of involvement used SEM to test models (Arora. 1982: Burton 
& Netemeyer, 1992: Mittal & Lee, 1989: Slama & Tashchian. 1987) 
For the overall fit of the model as a whole to data. c/j/-square statistic, goodness-of-fit 
index (GFI), adjusted goodness-of-fit index (AGFI), and root mean squared residual (RMSR) 
were used. The c/i/-square assessed the adequacy of the theorized models in terms of their 
ability to reflect variance and covariance of the data. A smaller c/i/-square indicated a better 
fit of the model. However, due to some problems of the c/iZ-square statistic such as its 
^ LISREL: linear structural relationships. 
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sensitivity to sample size"*, the c/j/-square statistic is recommended as a "badness" rather than 
a goodness-of-fit measure (Joreskog & Sorbom, 1993; MacCallum, Browne. & Sugawara. 
1996). The goodness-of fit index is an absolute reduction of fit, because it compares the 
hypothesized model with no model. AGFl differs from GFI in that it considers degrees of 
freedom. Joreskog and Sorbom (1989) suggested that a model is a good fit to data when GFI 
> .95 and AGFI > .90. Kline (1998) suggested less strict criteria of goodness-of-fit as GFI 
>.90. 
For the statistical significance of parameter estimates f-values were used. The i-
statistic represents the parameter divided by its standard error. It tests whether the estimate Is 
statistically different from zero. In order to have statistically significant estimates, the 
absolute value of a r-statistic needs to be greater than 1.96 (two tailed test) or greater than 
1.65 (one tailed test) at the .05 level. Given an adequate sample size\ this study takes the 
conservative criteria of 2.00 as an absolute [ -value of statistical significance (Byrne. 1998). 
In order to examine the dimensional structiu-e of apparel involvement, confirmatory 
factor analysis using LISREL was conducted. Confirmatory method rather than explorator\-
method was used because the apparel involvement measure was theoretically driven. The 
measurement paths were treated as factor loadings of each apparel involvement item to 
corresponding apparel involvement dimensions. Shimp and Slama (1983), in order to see the 
dimensional structure of Bloch's (1981) automobile scale, also used confirmatory methods of 
factor analysis using LISREL. 
For model testing, apparel involvement items were simimed within each dimension to 
generate indices for each dimension (Bollen, 1989). The structural path coefficients (y0) were 
used to test Hypotheses 2 through 4. The measiurement paths (2) were regarded as factor 
loadings of each index to corresponding latent variables. In order to examine indirect effects 
(Hypothesis 5), decomposition of effects were conducted. Significant indirect effects 
indicated the importance of intervening variables in understanding relationships among 
variables (Bryman & Cramer, 1994). 
* For a larger sample { n  >  200), cAZ-square value may not be a good indicator of model fit (Bagozzi & Yi. 
1988). 
' Non-significant parameters may be due to the smaller sample size. 
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Based on the observed associations between indices, a post hoc modeling procedure 
was also employed to generate an alternative model for the data. Although some researchers 
are opposed to data minding (Cliff, 1983; Cudeck & Browne. 1983). comparison through 
altemative modeling can be meaningful (Byrne. 1996). 
Simultaneous group analysis using LISREL is an overall test of the equality of 
covariance structures across groups. It was conducted to examine gender effects on 
covariance structure of the proposed model. Setting constraints on covariance matrices step 
by step created nested models. By comparing c/j/-square differences, the significant 
difference of covariance structure between male and female respondents could be assessed. 
When the c/j/-square difference is insignificant, there is no need to separate the groups. .Also, 
significantly different parameter estimates in the proposed model across male and female 
groups were examined. 
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CHAPTER 4: RESULTS 
This chapter consists of sample description, reliability/validity assessment of the 
apparel involvement measure, descriptive statistics of research variables, test of the 
demographic effects on research variables, relationship among research variables, testing of 
the theorized model, and testing of gender differences. Reliabilit}' of the apparel involvement 
measure was examined using Cronbach's standardized alpha. Pearson correlation 
coefficients were used to examine associations among variables. Effects of demographic 
characteristics of the sample on research variables were examined using r-test. .A.NOVA and 
Scheffe's multiple comparison of means. Structural equation modeling was used to conduct 
confirmatory factor analysis and to test the hypothesized model of apparel involvement. To 
examine gender differences in the hypothesized model, simultaneous group analysis with 
LISREL was used. 
Demographic Description of the Sample 
Out of 700 questionnaires distributed to college students throughout the four 
universities. 447 students returned usable questionnaires. Description of the sample includes 
respondents' demographic profile and gender comparison of demographic variables. 
Demographic description of the sample 
In Table 4.1. a demographic profile of the sample is summarized. Among 447 
respondents. 169 respondents were from Oregon State University (37.8%). 126 were from 
Iowa State University (28.2%). 98 were from University of Delaware (21.9%). and 54 were 
from Utah State University (12.1%). 
Approximately two thirds of the sample was female. Ages ranged from 15 to 37. 
averaging 20.6 years. Due to the student sampling, most of the respondents were between 18 
to 23 years (89.2%). Most respondents were U.S. citizens (93.3%) and single (92.4%). 
About 32% of respondents were college fireshmen; 24% were seniors; sophomores and 
juniors comprised 20%. Other students (2.7%) were special students and graduate 
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Table 4.1. Demographic characteristics of the sample (« = 447) 
Variable Description Frequency Percent"' (%) 
State Delaware 98 21.9 
Iowa 126 28.2 
Oregon 169 37.8 
Utah 54 12.1 
Se.\ Female 3i8 71.1 
Male 123 27.5 
Age 15-17 2 .5 
18-20 246 55.0 
21-23 153 34.2 
23-37 40 8.9 
Citizenship US citizen 417 93.3 
Non-US citizen 24 5.4 
Class standing Freshmen 141 31.5 
Sophomore 90 20.1 
Junior 90 20.1 
Senior 108 24.2 
Other 12 2.7 
Majors Social science & humanities 261 57.9 
Social science and humanities 46 10.2'' 
Education 37 8.2 
Business 43 9.6 
Family and consume science 119 26.4 
Art and Design 16 3.6 
Physical and biological science 147 32.6 
Engineering 38 8.3'' 
General science 56 12.4 
Physical science 19 4.2 
Agriculture 20 4.4 
Vet. Medicine/Medicine 14 3.1 
Undeclared 29 6.4 
Marital status Married 27 6.0 
Single 413 92.4 
" Sum of percents may not be equal to 100 due to missing data. 
** Percentage was calculated by the total population. 
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Table 4.1. (continued) 
Variable Description Frequency Percent"* (%) 
Employment status Not employed 195 43.6 
Employed 246 55.0 
Part-time 237 53.0" 
Full-time 13 2.9 
Others 4 .9 
Type of jobs'" Office work 66 14.8 
Sales associates 51 11.4 
Catering service 40 8.9 
Lab work 34 7.6 
Miscellaneous 50 11.2 
'' Percentage was calculated by the total population. 
students. Respondents majored in various departments. The majority of students were 
majoring in departments related to (1) family and consumer science (26.4%). including 
majors such as textiles and clothing and human development. (2) general science (12.4%). 
including majors such as biology, pharmacy, and mathematics, and (3) social science and 
humanities (10.2%). including majors such as communication, psychology, and history. 
Other majors were related to business administration (9.6%). engineering (8.3%). education 
(8.2%), physical science (4.2%). art/design (3.6%). and veterinary medicine/medicine (3.1%). 
Social science and humanities, education, business, family and consumer science, and art/ 
design majors were categorized as social science and humanities majors (57.9%). 
Engineering, general science, physical science, agriculture, and veterinary medicine/medicine 
majors were categorized as physical and biological science (32.6%). 
More than half of respondents were employed (55%). Most of them were employed 
part-time (53%). Respondents were asked to indicate the type of jobs they have. The jobs 
they listed were categorized as related to office work (14.8%), sales (11.4%), catering 
services (8.9%), lab work (7.6%), and miscellaneous (11.2%). Some examples of 
miscellaneous jobs were photographer, lifeguard, hairdresser, US Navy, accompanist, 
childcare provider, tutor, and farmer. 
47 
Gender difference of demographic variables 
One of major demographic differences influencing product involvement was gender 
difference. Before assessing the gender differences in apparel involvement, other 
demographic differences by gender were tested by using r-test (age) and c/i/-square statistics 
(other categorical variables). The result of the r-test is described in Table 4.2 and results of 
the c'/j/-square tests are described in Table 4.3. Except for employment status, there were 
significant differences of demographics among men and women. 
The majority of the male sample was fi:om Oregon State University (57.7%) and Iowa 
State University (34.1%). For the male sample, the proportion of non-citizen respondents 
and proportion of married students were slightly higher than among the female sample. 
The average age of male respondents was 21.65 years. Female respondents were 
younger (20.22 years) than male respondents (r = -5.01. p < .001). The age difference was 
also reflected in the difference of class standing by gender. A larger proportion of the female 
sample were freshmen (38.4 %) and sophomores (20.8 %) whereas the majority of the male 
sample were seniors (35.0 %) and juniors (24.4 %). Approximately 35 % of female 
respondents were majoring in departments related to family and consumer sciences, whereas 
male respondents were more often in majors related to engineering (18.0 %). general science 
(14.8%). physical science (13.1%). and business (17.2%). Percentage of employment was 
similar between female and male respondents, but female respondents were more likely to 
have part-time jobs. Women held sales-related (24.0 %) and catering service (18.9 %) jobs 
more often than men: men were more likely to have jobs related to lab work (22.7 %) than 
were women. 
Table 4.2. Sample description by respondents" gender and age 
Female (nfemaie= 318) Male (n„,aie=123) 
Variable Mean SD Mean SD r-value 
Age 20.22 2.33 21.65 2.81 -5.0I*** 
p<.00i 
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Table 4.3. Sample description by respondents' gender and other categorical variables 
Variable 
Female ( nfeniaie = 318) Male =123) 
Frequency % Frequency °/a r <df) 
State 
Delaware 92 28.9 4 J.J 
Iowa 82 25.8 42 34.1 
Oregon 97 30.5 7i 57.7 
Utah 47 14.8 6 4.9 
Marital status 
Married 15 4.7 12 9.8 
Single 302 95.3 111 90.2 
Citizenship 
US citizen 305 95.9 112 91.1 
Non-citizen 13 4.1 11 8.9 
Class standing 
Freshman 122 38.4 19 15.4 
Sophomore 66 20.8 24 19.5 
Junior 60 18.9 30 24.4 
Senior 65 20.4 43 35.0 
Other 5 1.6 7 5.7 
Majors 
Social science and humanities 209 72.6 50 42.4 
Social science & humanities 36 11.4 10 8.2 
Education 25 7.9 12 9.8 
Business 22 7.0 21 17.2 
Family & consumer science 112 35.4 5 4.1 
Art and Design 14 4.4 2 1.6 
Physical and Biological science 79 27.4 68 57.6 
Engineering 16 5.1 22 18.0 
General science 38 12.0 18 14.8 
Physical science 3 .9 16 13.1 
Agriculture 14 4.4 6 4.9 
Vet. Medicine/ Medicine 8 2.5 6 4.9 
Undeclared 26 8.2 3 2.5 
Employment status 
Not employed 142 44.7 53 43.1 
Employed 176 55.3 70 56.9 
53.56(3)*** 
3.88 ( 1  
4.06 (ir 
29.13(4)*** 
98.60(11)*** 
.09(1) 
' Represents the percentage of each column within the given category. 
*p<.05. *»*p<.001 
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Table 4.3. (continued) 
Female (Wf^aie =318) Male = 123) 
Variable Frequency % ^  Frequency ^ fd/j 
Employment status 
Part-time 174 95.6 63 87.5 
Full-time 5 2.7 8 il.l 
Others 3 1.6 I 1.4 
Office work 28.0 17 25.8 
Sales 42 24.0 9 13.6 
Catering service 33 18.9 7 10.6 
Lab work 19 10.9 15 22.7 
Miscellaneous 32 18.3 18 27.3 
*  p <  .05. * * *  p  <  .001 
Apparel Involvement Scale 
Reliability 
Cronbach's standardized alpha, a measure of internal consistency, was tested on the 
five dimensions of apparel involvement. Three items out of 25 were deleted in order to 
improve reliability estimates. 
The final apparel involvement measure consisted of four interest factor items, seven 
sign items, five pleasure items, four risk importance items and three risk probability items. 
The complete list of the 22 items along with means, standard deviations, and reliabilities of 
each factor are provided in Table 4.4. 
Reliability coefficient estimates for the five factors were in an acceptable range of .67 
to .87. Nunally (1967) suggested acceptable alpha values of .50 or .60. He later suggested 
more conservative criteria of .70 (Nunally, 1978). Although all five dimensions met 
Nunally's earlier criteria, the risk probability factor showed relatively low alphas ( .67). and 
risk importance had a marginal value of alpha (.70). 
Some respondents commented that they did not worry about negative consequences 
due to the ability to retiun apparel after purchase. None of the risk-related items considered 
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Table 4.4. Final apparel involvement scale items (n = 447) 
Item 
coding Items Mean ^ SD 
Interest 
101 Clothes are very important to me. 5.57 i .29 
109 The way I look in my clothes is important to me. 5.93 I ">•) 
III I rate clothing as being of the highest importance to me personally 3.16 1 .72 
114 I have a strong interest in clothing. 5.00 1 .72 
alpha = .82 
Sign 
S03 Clothing helps me express who I am. 5.43 I .30 
S07 Having fashionable clothing is important to me. 5.02 1 .59 
S15 My choice of clothing is very relevant to my self image. 4.98 1 .47 
S17 I have more self confidence when I wear my best clothes. 5.61 1 .32 
S19 Clothing 1 wear allows others to see me as I would ideally like them to 4.70 1 .53 
see me. 
S24 Certain clothes make me feel more sure of myself 5.72 1 .17 
alpha = .85 
Pleasure 
P02 I like to shop for clothes. 5.62 1 .61 
P05 I enjoy e.xperimenting with colors in clothing. 4.77 1 .46 
P08 I enjoy the design aspects of clothing. 4.87 1 61 
P13 I carefully plan the accessories that I wear with my clothing. 3.91 1 .63 
P18 I enjoy buying clothes for myself. 5.62 1 .51 
alpha = .87 
Risk importance 
RIIO I have a lot to lose if I purchase something I don't like to wear. 4.34 1 .64 
RI12 If clothing I purchase does not have the quality I expect. I am upset. 4.98 1 i.34 
RI22 If. after I bought clothing, my choices proved to be poor. I would be 4.54 1 .37 
really annoyed. 
RI25 It is not a big deal if I make a mistake when purchasing clothes. (-) 4.15 1 .48 
alpha = .70 
Risk probability 
RP06 Making a bad choice is something I worry about when shopping for 4.37 1 1.60 
apparel. 
RP16 Choosing clothes is rather complicated. 4.09 1 .53 
RP20 When I buy clothing. I am never quite sure if I made the right choice 3.41 1 1.51 
or not. 
alpha = .67 
' Item scores range from 1 to 7. 
'' Reversed score. 
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possibilities of product return. This might have contributed to a poorer reliability of risk 
measures. 
The mean scores of items ranged from 3.16 to 5.93 on a 7-point scale. One of the 
interest factor items, "The way I look in my clothes is important to me", had the highest mean 
score. One of the risk probability items. "When I buy clothing, I am never quite sure if I 
made the right choice", scored lowest. E.xcept for this item, all item means were higher than 
the mid-point of the 7-point scale indicating positive responses. 
In order to compare with the CIP-based apparel involvement measure. Zaichkowsky's 
10-item PII (1985) was included in the questionnaire. PII had a high internal consistency 
{alpha = .93). This coincided with Zaichkowsky's report (1990) that coefficient alpha for the 
10-item PII ranged from .91 to .96 across a variety of products. 
Confirmatory factor analysis 
In order to determine the extent to which items measured dimensions of apparel 
involvement, confirmatory factor analysis using LISREL was conducted. Unlike explorator\-
factor analysis that is designed for situations where the link between the observed items and 
latent factors are unknown, confirmatory factor analysis is used for situations in which the 
latent structure is theoretically known. Because the questionnaire items were initially 
developed from the domain of five subdimensions of apparel involvement, the confirmator\-
method was appropriate. 
In order to examine the factor structure, a hierarchical model comparison was 
conducted. Four nested models were created: Model 1 with complete independent items. 
Model 2 with five independent factors. Model 3 with five related factors, and Model 4 with 
measurement errors. For Model D, twelve sets of measurement error parameters were freed 
according to the modification indices^. The summary statistics of these nested models are 
shown in Table 4.5. The c///-square difference from Model 1 to Model 2 was significant at 
the .001 level (zlx" = 3272.90. Adf= 22). However, it showed poor fit indices (GFI = .67. 
AGFI = .61). When factor correlation was introduced, the model also showed significant 
* The e.xpected drop in cAZ-square when a particular parameter was freely estimated. 
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improvement of c/?/-square ( A x ~  = 1301.34. Adf= lO.p < .001). Although the improvement 
was significant, the fit indices were still unsatisfactory (GFI = .83. AGFl = .79). N^Tien the 
measurement errors were introduced (Model 4) the fit indices were moderately acceptable 
(GFI =.91. AGFI = .87). Thus, apparel involvement consisted of five correlated factors. 
Table 4.6 and Figure 4.1 describe parameter estimates and other statistics of Model 4. 
Coefficient lambdas represent factor loadings of individual items on each factor. .A.11 factor 
loadings in this model were statistically significant (/ > 2.00). Among interest factor items. 
Item 11 (II1) had a relatively low factor loading (a.iii= .59). All factor loadings of sign factor 
items were above .60. Among pleasure dimension items. Item 5 (P05') had a relatively low 
factor loading (A.po5= .54). One risk importance item and two risk probability items scored 
factor loadings below .60 (X.R125 = .46; a.rp2o = .45: A.rpi6= .54). 
In Table 4.6. correlations^ among the five factors are presented. Correlations among 
interest, sign and pleasure dimensions were extremely high ((j) = .95 to .98). Several 
researchers reported that interest and pleasure dimensions merged into one (Jain & 
Srinivasan. 1990: Laurent & Kapferer. 1993; Rodgers & Schneider. 1993). However, no 
Table 4.5. Nested models. c/z/-square values, and goodness-of-fit for models for confirmatorv-
factor analysis apparel involvement scale 
Model description ri.df) ar (mf) GFI AGFI RMSR 
M1 Complete independence 5483.17(231) 
M2 Independent 5 factors 2220.37 (209) 3272.90(22)*** .67 .61 .75 
M3 Related 5 factors 918.93 (199) 1301.34(10)*** .83 .79 .15 
IVI4 5 related factors with 
measurement error 
495.80 (187) 423.13 (12)*** .91 .87 .12 
Note: Model 4 that is bolded is illustrated in Figure 4.1 
•'••/3<.001 
The standardized phi (O : covariance matrix of errors in the measurement equations) statistics implies 
correlation among variables. 
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Table 4.6. Result of confirmatory factor analysis of apparel involvement scale 
Items Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 
Interest Sign Pleasure Risk Risk 
importance probabilitv' 
Factor Loading 
[01 .81 — — — — 
109 .75 — — — — 
[11 .59 — — — — 
114 .90 — — — — 
S03 — .70 — — — 
S07 — .82 — — — 
S15 — .82 — — — 
S17 — .68 — — — 
S19 — .73 — — — 
S24 — .62 — — — 
P02 — — .78 — — 
P05 — — .54 — — 
P08 — — .70 — — 
P13 — — .72 — — 
P18 — — .80 — — 
RIIO — — — .72 — 
RJ12 — — — .60 — 
RJ22 — — — .67 — 
RI25 — — — .46 — 
RP06 — — — — .80 
RP16 — — — — .54 
11P20 — — — — .45 
Factor intercorrelation (O) 
Factor 1 1.00 
Factor 2 ^J.OO 
Factor 3 1 .98 .95 ~ 1.00 
Factor 4 .50 .55 .51 1.00 
Factor 5 .42 .56 .46 .57 1.00 
Note: 
Note: 
Note: 
All parameters shown are standardized estimates. 
r-values for all parameters shown are >2.00. 
The triangular area highlights high correlation among interest, sign, and pleasure factors. 
X"(t//=189) =495.8 
GFl = .91 
AGFI =.87 
RMSQ = .12 
f Interest i Risk importance 
Risk 
probability Pleasure 
sy \ y) 70/ 82/ 82 6H \ 73 72\ 80 
^14 
Ui 
Figure 4.1. Confirmatory factor analysis representation of apparel involvement scale: live correlated factors 
Note: Parameters shown are standardized estinuites 
Note: /-values for all estimates are > 2.00. 
Note: Indicator subscripts are keyed to the item representation in I able 4.4. 
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previous research reported the merger of all three dimensions together. Apparel may be a 
distinctive product with hedonic pleasure interrelated to the symbolic qualities. Consumers 
may need to find apparel products symbolic and pleasurable to be interested in them. For 
apparel involvement, it would be hard to discriminate the three factors empirically. 
Therefore, it may be appropriate that the three enduring apparel characteristics are one 
dimension but from three different aspects. 
On the other hand, the two risk-related factors were comparatively less highly 
correlated with the other three dimensions ((!>= .42 to .56). Also, the interrelationship 
between the two risk associated dimensions was .57. Although this indicated moderate 
correlation of risk importance and risk probability, the association was not as high as the 
interrelationship among the interest, sign and pleasure aspects of apparel involvement. 
Hi was not accepted. Apparel involvement does not exhibit the distinctive tlve 
dimensional structure of CIP. 
Variables for General Apparel 
Descriptive statistics 
Scores of multiple items measuring the five apparel involvement factors were 
summed to create indices for apparel involvement. Table 4.7 shows summary statistics for 
the main research variables that measured general apparel involvement. Zaichkowsky's PII. 
and behavioral consequences. 
Among behavioral consequence variables, shopping frequency showed a small 
standard deviation. More than two thirds of respondents reported that they shop for clothes 
once every few months (31.3%) and every month (38.7%). 
In Table 4.7, scaled (from 1 to 100) mean scores of each variable are also presented. 
Most variable scores were greater than 50.00. Thus, responses to the apparel involvement 
scale were more positive in general. The three factors that are more enduring characteristics 
of apparel involvement had high average scores (70.14 to 75.00). PII also had a high mean 
score of 78.18. Richins and Bloch (1986) stated that consumers have low enduring 
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Table 4.7. Descriptive statistics of research variables (« = 447) 
Subdimension Items Mean Median Mode SD Scaled 
mean' 
Apparel involvement ^ 
Interest 4 19.64 20.00 20.00 4.85 70.14 
Sign 6 31.50 32.00 31.00 6.60 75.00 
Pleasure 5 24.79 26.00 29.00 6.16 70.83 
Risk importance 4 18.01 18.00 17.00 4.23 64.30 
Risk probability J 11.87 12.00 11.00 3.59 56.52 
Zaichkowsky's PIl'' 10 54.74 56.00 70.00 10.34 78.18 
Behavioral consequences 
Shopping frequency 1 3.73 4.00 4.00 .95 61.67 
Searching time' I 4.51 5.00 5.00 1.46 64.29 
Store visitation 1 4.67 5.00 5.00 1.60 65.71 
Extensive comparison" 1 4.72 5.00 6.00 1.69 67.14 
^ Individual 7-point items were summed to created indices for each variable. 
Include one 6-point item, higher score indicates frequent shopping. 
" Include one 7-point item, higher score indicates more time spent searching for clothes. 
Include one 7-point item, higher score indicates more visitation to stores. 
' Include one 7-point item, higher score indicates more comparison of products before decision making. 
' Sums of the scores were scaled from I to 100. 
involvement in most products, and few products create high involvement of an on going 
basis. Apparel may be one of the few products that inspires high involvement among many 
consumers. 
Correlations among research variables 
Table 4.8 presents correlations among research variables for general apparel, as well 
as means, standard deviations, and ranges. All correlations among research variables were 
significant (p < .001). 
Table 4.8. General apparel: Correlation among variables, means, standard deviations, and ranges (n - 447) 
Variables 10 
Involvenieiit 
1. Interest 
2. Sign 
3. Pleasure 
4. Risk importance 
5. Risk probability 
a 
000 
84*** 1.000 
%2*** .19*** 1.000 
41*»* .43*** .34*** 1.000 
33*** .42*** .30*** .37*** 1.000 
6. Zaichkowsky's Pll />.8I*** .75*** .77*** .33*** .25*** 1.000 
Behavioral Consequence 
7. Shopping frequency .60*** .55*** .61*** .22*** .22*** .59*** 1.000 
8. Searching time '' .55*** .50*** .60*** .27*** .23*** .56*** .55*** 1.000 
9. Store visitation 45*'»* .56*** .20*** .26*** 44*** .61'** 1.000 
10. Extensive comparison .43*** .47*** .23*** .28*** 39*** 33*** .54^** .62*** 1.000 
Mean 
SD 
Range 
19.65 31.50 24.79 18.01 11.87 54.74 3.73 
4.85 
6-28 
6.60 
9-42 
6.16 
5-35 
4.23 
5-28 
6.60 
3-21 
10.34 .95 
18-70 1-6 
4.51 
1.46 
1-7 
4.67 
1.60 
1-7 
4.72 
1.69 
1-7 
*** / ;< .001  
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Area "a" in Table 4.8 represents the intercorrelation among the five apparel 
involvement factors. The high correlations among interest, sign and pleasure factors is also 
supportive of the fact that these are highly correlated aspects of one latent factor, enduring 
involvement (r = .79 to .83). The correlations among these three factors and the two risk 
factors were relatively low (r = .30 to .41). 
Correlations in area "b" represent correlations among the five factors of apparel 
involvement and Zaichkowsky's Pll. The significance of all these correlations implies 
convergent validity of measures. Convergent validity is the extent that two or more methods 
measuring the same concepts are in agreement (Campbell & Fiske. 1959: Joreskog & 
Sorbom, 1979). The correlations between PII and the two risk dimensions were relatively 
lower (r = .25 and .33) than between PII and the three enduring related dimensions (r 
= .81. .75 and .77). PII is. in fact, a measure of enduring involvement. The situational risk-
related factors were not captured by PII. 
Correlations in the area "c" represent the association between the five apparel 
involvement factors and behavioral consequences employed in this study. The significance 
of this statistics shows good criterion validity of measures. Criterion validity can be 
examined by comparing scores from one or more criterion (external) variables that are known 
to have significant association with die characteristics of the concept (Churchill. 1979). 
Correlations with behavioral characteristics were used as indication of criterion validity in 
previous involvement studies (Goldsmith & Emmert. 1991: Higie & Feick. 1989: Richins & 
Bloch. 1986: Traylor & Joseph, 1984). The significance of correlations in area "c" implied 
that more involved consumers are more likely to engage in positive behavioral consequences. 
The two risk factors were less highly correlated with behavioral consequence variables (r 
= .20 to .28) than with the other three involvement factors (r = .43 to .61). Risk associated 
items may be too vague for respondents since no set situations were presented that were 
associated with risk. 
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Variables for Job Interview Apparel and Athletic Socks 
Descriptive statistics 
Appendix Figure F.l illustrates the comparison of means among general, job 
interview, and athletic socks involvement items. Figure 4.2 compares means for each 
variable of general apparel, job interview apparel, and athletic socks. Because each variable 
was summed from a different nimiber of raw scores, the scores were transformed to a 1 to 
100 scale. Overall, items for athletic socks scored lower than those for job interview apparel, 
except for shopping frequency. For both job interview apparel and athletic socks, shopping 
frequency was lower than that of general apparel. 
Interest 
Sign 
Pleasure 
Risk importance 
Risk probability 
Shopping frequency 
Time spent searching 
Store visitation 
E.xtensive comparison 
General apparel 
I Job inlerv iew appaa-l 
" Athletic socki 
10 20 30 40 50 60 70 80 90 
Scaled mean scores 
Figure 4.2. Scaled mean scores of research variables 
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For job interview apparel, the five factors of apparel involvement scored similarly (61.80 to 
66.36), whereas for general apparel standardized mean scores for the two risk factors were 
relatively lower (64.30 and 56.52) than for the other three enduring related factors (70.14. 
75.01, and 70.83). For athletic socks mean scores of sign and pleasure (31.76 and 35.69) 
were even smaller than those of risk importance and risk probability (45.82 and 36.17). 
Athletic socks scored relatively higher on Zaichkowsky's PII measure than on the 
apparel involvement measure. PII may create more positive responses from respondents even 
for low involvement products. 
In order to examine how job interview apparel and athletic socks were perceived by 
respondents in terms of apparel involvement, paired r-tests were conducted. Table 4.9 
presents summary statistics of the /-test results. All /-testss showed significant differences 
between job interview clothing and athletic socks, with athletic socks receiving lower mean 
scores on all variables. Thus, the intended distinction of high-low involvement situation 
treatments was validated. 
Table 4.9. Comparison of job interview apparel involvement and athletic socks involvement 
(n = 447) 
Job interview apparel .Athletic socks 
(high involvement) (low involvement) 
Variables Mean ^ SD Mean'' SD /-value 
Interest 18.60 4.15 10.61 5.00 26.79**» 
Sign 28.76 6.64 13.29 7.65 34 13*** 
Pleasure 20.74 5.65 12.46 6.14 "*3 p*** 
Risk importance 18.55 4.30 12.84 5.33 19.32*** 
Risk probability 12.95 3.41 6.44 3.83 ig J[ 
00! 
•' The mean scores are sums of raw scores, not scaled scores. 
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Correlations among research variables 
Table 4.10 and 4.11 summarize the correlations among research variables for job 
interview apparel and athletic socks. .A.mong the five apparel involvement factors (area "a"). 
the correlations among three enduring related factors were relatively higher for athletic socks 
(r = .68 to .74) than for job interview apparel (r = .81 to .83). For athletic socks risk 
probability was highly associated with the three enduring related factors (r = .70 to.74). 
As shown in area "A"' of Table 4.10 and Table 4.11. relationships among five apparel 
involvement factors and Zaichkowsky's PII were stronger for athletic socks (r = .50 to .70) 
than for job interview apparel (r = .29 to .66). The apparel involvement measure may be 
more related to Zaichkowsky's PII when the product is less involving. 
Among the significant correlations in area "c". job interview apparel shopping 
frequency was less related to involvement than was for athletic socks. The two nsk related 
factors were related only slightly correlated (r .10. p < .05; r - .07. p • .05). For high 
involvement products such as job interview apparel, shopping frequency may not be a good 
predictor. Situational involvement occurs temporarily when an occasion becomes important. 
General shopping frequency does not reflect the temporal nature of situational involvement. 
Other behavioral consequences (searching time, store visitation, and extensive comparison) 
were highly correlated with apparel involvement for both job interview apparel and athletic 
socks. 
Effects of Demographic Variables on Apparel Involvement 
Demographic differences were e.xamined for general apparel, job interview apparel, 
and athletic socks involvement. For bipolar variables such as employment, t-tcsis were 
conducted. For categorical variables such as class standing and job types, analysis of 
variance (ANOVA) was conducted to examine the significance of differences. Scheffe's 
multiple comparison was conducted to explore mean difference structures. Pearson 
correlations indicated the relationships between continuous variables such as age and class 
standing. Due to the unbalanced number of cases across categories, citizenship, marital 
status, part-time/ftill-time work and major were excluded from analysis. 
Table 4.10. Job interview clolhing; Correlation among variables, means, standard deviations, and ranges {n- 447) 
V a r i a b l e s  1 2 3 4 5 6 7 8 9  1 0  
Involvument 
1. Interest 1.000 
2. Sign 1.000 
3. Pleasure .68*** a .71*** 1.000 
4. Risk importance .50*** .43*** 
5. Risk probability .48*** .43*** 1.000 
6. Zaichkovvsky's Pll b ,65*** .66*** .57*** .28*** 29*** 1.000 
Behavioral Consequence 
7. Shopping frequency .25*** .23*** .28*** .10* .06 .30*** 1.000 
8. Searching time 47*** 4Q*** .40*** 34*** 37*#Kt 44*** 24*** 1.000 
9. Store visitation 39*** .41*** 43*** .36*** .40*** 35*** 22*** .67"** 1.000 
10. Extensive comparison 43*** .45*** .46*** .38*** .38*** 44*** .18*** .63"** .78*** 1.000 
Mean 18.58 28.77 20.77 18.53 12.98 50.73 1.96 4.29 4.62 5.22 
SD 4.18 6.09 5.65 4.30 3.40 10.25 .67 1.87 1.81 1.67 
Range 4-28 6-42 5-35 4-28 3-21 10-70 1-6 1-7 1-7 1-7 
*p< .05 ,  ***/» ^ .001 
Table 4.11. Athletic socks: Correlation among variables, means, standard deviations, and ranges (« =447) 
Variables 123456789 10 
Involvement 
1. Interest 1.00 
2. Sign .83*** 1.000 
3. Pleasure .82*** .81*** 1.000 
4. Risk probability .48*** _49*** 1.000 
5. Risk importance .74*** .76*** .70*** .60*** 1.000 
6. Zaichkowsky's Pll ^ .70*** .60*** .62*** .48*** .50*** 1.000 
Behavioral Consequence 
7. Shopping frequency .40*** .33*** .42*** 23*** 29*** .54*** 1.000 
8. Searching time c ,S3*** .50*** .47*** .38*** .56*** .52*** .35*** 1.000 
9. Store visitation .50*** 51 *•* .47*** 37*** .54*** .47*** 3Q*** .76*** 1.000 
10. Extensive comparison 44*** .46*** .42*** .41*** 49*** 42*** .21 *** .64*** .70*** 1.000 
Mean 10.61 13.34 12.49 12.83 6.51 34.39 2.29 1.95 1.67 1.59 
SI) 4.98 7.66 6.14 5.32 3.82 12.77 .81 1.31 1.12 1.10 
Range 4-28 6-42 5-35 4-28 3-21 10-70 1-6 1-7 1-7 1-7 
* * *  p <  .001 
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Age 
Table 4.12 summarizes correlation coefficients between apparel involvement and 
respondent's age. Significant differences were found for three enduring aspects of general 
apparel involvement. Interest, sign, and pleasure factors were negatively correlated with age 
(r = -.18. -.16, and -.25 respectively, p < .001), indicating that younger students are more 
likely to have higher enduring involvement. However, because gender was coiifounded with 
age. correlation analysis was separately conducted on women and men. For men. age was not 
a significant factor for involvement. For women, significant differences related to age were 
found for all three dimensions of enduring apparel involvement. Younger female 
respondents considered clothing more interesting, pleasurable, and symbolic. For job 
interview apparel, women's age was positively related to interest, sign, and risk importance 
dimensions. 
Table 4.12. Age and apparel involvement {n = 447) 
Female Male 
Variable r female ''male 
General apparel 
Interest -.18*** -.12* .00 
Sign -.I6*** -.07 -.10 
Pleasure -.25*** -.14* -.15 
Risk importance .03 .07 .08 
Risk probabilitv- -.05 .01 -.11 
Job interview apparel 
Interest -.06 .12* -.01 
Sign -.03 .13* -.06 
Pleasure -.08 .04 -.13 
Risk importance .06 .16* .07 
Risk probability -.02 .08 -.14 
Athletic socks 
Interest .04 .04 .02 
Sign .03 .01 .02 
Pleasure .04 .07 -.04 
Risk importance .10* .09 .07 
Risk probability -.05 .03 -.00 
'p<.05, •"a? <.001 
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For women, older respondents were more interested in job interview apparel and its symbolic 
characteristics. Also, they were more involved in negative outcomes than were younger 
respondents. Older respondents might have more opportunities to be involved in situations in 
which the symbolic nature of job interview dress was more important. No significant impact 
of age was found for involvement in athletic socks. 
Overall, respondents' age had significant impact on enduring and situational apparel 
involvement. This result is different from Flynn and Goldsmith's (1993) report that age was 
not a significant predictor of "fashion apparel" involvement for consumer groups. They used 
Zaichkowsky's Pll as their product involvement measure. 
Class standing 
Some significant differences in apparel involvement were found according to 
respondents" college class standing (Table 4.13). Students who listed themselves as "others" 
(n = 12) were excluded due to small number and heterogeneity. Class standing was regarded 
as an interval variable and correlation coefficients between class standing and involvement 
were examined. There were significant negative relationships for dimensions of enduring 
apparel involvement. This result coincided with the impact of age because age and class 
standing were closely related. 
Because the gender variable is confounded with class standing in the current sample 
(more female freshmen/sophomores and more male juniors/seniors), a two way ANOVA with 
gender and class standing as independent variables was conducted for each apparel 
involvement variable. Throughout analyses, significant gender effects were recognized. The 
effect of class standing was not significant for general apparel. Thus, it could be concluded 
that class standing of respondents did not have significant impact on enduring apparel 
involvement. 
For job interview apparel, class standing of the respondents significantly influenced 
interest, sign and risk importance dimensions. Scheffe's multiple comparison showed that 
seniors were more interested in job interview apparel than were any other academic class 
Table 4.13. Class standing and apparel involvement 
F values from two way ANOVA (clf=2) 
Variables 
l-'reshman Sophomore 
(/J-141) (/J = 90) 
.lunior 
(/» - 90) 
Senior 
(/;= 108) 
Pearson 
correlation 
Gender 
effect 
Class standing 
effect 
Interaction 
effect 
General apparel 
Interest 20.71 20.22 18.70 18.79 -.18** 66.75*** 1.67 .20 
Sign 32.42 32.90 30.49 30.61 -.13** 55.73*** 2.54 .72 
Pleasure 26.62 25.31 23.66 23.25 - 23** 104.27*** 1.58 .34 
Risk importance 17.89 18.76 17.45 18.00 -.02 10.91** 2.15 .53 
Risk probability 11.99 11.47 12.04 12.06 .02 4.10* .48 .31 
Job itUevview apparel 
18.51"'' Interest 
-
c
 
19.19"'' 19.44" .16* 1.77 3.67* 1.27 
Sign 27.96 29.44 29.94 28.73 .06 9.14** 2.93* .77 
Pleasure 21.35 20.80 21.28 20.04 -.07 24.41 *•• 1.28 2.15 
Risk importance 17.77 18.90 18.51 19.52 .14 4.88* 3.29* .24 
Risk probability 11.69 12.72 13.54 13.22 .08 8.22** 1.83 .26 
Athletic socks 
Interest 20.71 20.22 18.70 18.79 -.02 4.83* 2.50 1.71 
Sign 32.42 32.90 30.49 30.61 .00 4.88* 2.65* 1.10 
Pleasure 26.62 25.31 23.66 23.25 -.03 .75 3.11* .45 
Risk importance 17.89 18.76 17.45 18.00 .06 2.31 .49 1.70 
Risk probability 1 1.99 11.47 12.04 12.06 .02 11.41** 3.48* 2.06 
Nole: Results from SuhelTti's multiple comparison of means are indicated as a and h. Here, mean scores with notation « is siy;ni(leantly different from 
mean .scores with the notation h. 
• / ) •  . 0 5 .  • • / > •  . 0 1 .  • • • / )  . 0 0 1  
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standing groups. For athletic socks, class standing positively influenced sign, pleasure, and 
risk probability. Different class standing groups shov^ed some significant differences in 
variables related to situational involvement in specific apparel types. 
Employment 
The /-tests indicated that employment (employedy'not employed) did not have a 
significant relationship to dimensions of involvement in general apparel, job interview 
apparel and athletic socks (Table 4.14). This is consistent with Slama and Tashchian's 
(1985) report that employment was not significantly related to involvement. Thus, 
employment did not have a significant influence on enduring and situational apparel 
involvement. 
Table 4.14. Employment and apparel involvement 
Not employed (n=246) Employed (a;=195) 
Variables Vtean SD Mean SD /-value 
General apparel 
Interest 
Sign 
Pleasure 
Risk importance 
Risk probability 
Job interview apparel 
Interest 
Sign 
Pleasure 
Risk importance 
Risk probability 
Athletic socks 
Interest 
Sign 
Pleasure 
Risk importance 
Risk probability 
19.84 
31.32 
25.08 
17.92 
12.13 
18.42 
28.53 
21.14 
18.48 
12.99 
10.59 
13.28 
12.70 
12.74 
6.56 
4.82 
6.72 
5.93 
3.93 
3.60 
4.22 
6.48 
5.46 
4.37 
3.51 
4.68 
7.32 
5.65 
5.14 
3.62 
19.48 
31.64 
24.50 
18.04 
11.67 
18.71 
28.97 
20.51 
18.56 
12.97 
10.64 
13.44 
12.37 
12.85 
6.47 
4.92 
6.55 
6.38 
4.42 
3.61 
4.14 
6.71 
5.79 
4.24 
3.23 
5.23 
7.96 
6.51 
5.43 
3.40 
.77 
-.51 
.99 
-.30 
1.31 
-.71 
• 6 8  
.17 
-.19 
.08 
-.09 
-.21 
.56 
-.23 
.24 
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Job types 
Table 4.15 indicates a summary of the results of ANOVA and Scheffe's multiple 
comparisons of job types and apparel involvement. Due to the heterogeneity among the jobs 
categorized as "others", this group was excluded from the analysis. Overall, students who 
worked as sales associates perceived interest, sign, and pleasure factors of enduring apparel 
involvement as more important than did other groups. Students in sales jobs have more 
chances to interact with customers and thus develop higher enduring involvement in products 
related to presentation of self. This result is similar to findings of Tomas et al. (1991) that 
Table 4.15. Job classification and apparel involvement 
Office Sales Catering Lab work 
work related service related f-value 
Variables (/7=66) («=51) {n=40) («=34) (.df='2) 
General apparel 
Interest 20.51°' 21.67" 19.85 
ab 
18.40* 4.61** 
Sign 33.23 33.88 32.13 
ab 
30.96 2.31 
Pleasure 25.12"* 27.54" 25.80 23.18* 4.90** 
Risk importance 19.79'' 17.78"* 18.28 
ab 
17.20* 4.00*» 
Risk probability 12.50 11.02 11.45 12.37 2.17 
Job interview apparel 
Interest 19.02 19.10 19.28 18.71 .15 
Sign 29.55 30.24 30.13 28.88 .46 
Pleasure 20.78 21.90 21.25 20.78 .44 
Risk importance 19.94 18.06 18.33 18.46 2.54 
Risk probability 13.55 12.74 13.38 13.10 .69 
Athletic socks 
Interest 10.18* 10.30* 9.35* 13.32" 5.41»» 
Sign 13.05* 13.10* 11.00* 17.52" 5.74»** 
Pleasure 11.52* 11.96* 11.08* 15.70" 5.44** 
Risk importance 12.82 
6.62"* 
12.46 
5.82"* 
12.17 14.25 1.37 
Risk probability 5.51* 8.06" 3.73» 
Note: Results from Scheffe's multiple comparison of means are indicated as a and b. Here, mean scores with 
notation a is significantly different firom mean scores with the notation b. 
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persons in service occupations were more involved in the sign variable of apparel 
involvement. On the other hand. Shim and Kotsiopulous (1996) did not find any differences 
in apparel involvement among different occupational groups. 
Students who worked as office workers perceived risk probability as more important 
than did any other group. No significant differences were found for job interview apparel 
involvement. Interestingly, students who worked in labs showed highest mean scores on all 
five factors (among which four are statistically significant) of athletic socks involvement than 
other groups. Overall, job type had a significant relationship to enduring and situational 
apparel involvement. 
Major 
Table 4.16 shows the summary of the results of independent sample r-tests. The 
results indicated significant difference of interest, sign, and risk dimensions between the 
social science and humanities and physical and biological science groups (/ = 6.02 to 7.28; p 
< .001). Social science and humanities majors were more enduringly involved in apparel 
products. For job interview apparel, only the pleasure dimension had a significant difference. 
Social science and humanities majors were more involved in the pleasure dimension of job 
interview apparel than were physical and biological science majors (/ = 2.02. p < .05). No 
other significant differences were found for job interview apparel, indicating that academic 
major did not have strong relationship with job interview apparel involvement. Physical and 
biological science majors were more involved in pleasure, risk importance, and risk 
probability dimensions of athletic socks. Therefore, academic major had significant 
relationships to enduring and situational apparel involvement. 
Gender 
In order to test the mean differences among male and female groups, r-tests were 
conducted (Table 4.17). Women had significantly higher mean scores than did men for all 
five aspects of general apparel involvement. Women were more enduringly involved in 
apparel in general. For job interview apparel, except the interest dimension, women had 
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Table 4.16. Academic major and apparel involvement 
Social science and Physical and biological 
humanities (n = 261) Science («= 147) 
Variables Mean SD Mean SD /-value 
General apparel 
Interest 
Sign 
Pleasure 
Risk importance 
Risk probability 
20.82 
32.93 
25.97 
18.18 
11.90 
6.09 
5.72 
4.19 
3.55 
!7.34 
28.77 
22.10 
17.72 
11.76 
4.66 
6.57 
6.40 
4.12 
3.77 
6.26*»* 
6.02*** 
1.06 
.37 
Job interview apparel 
Interest 
Sign 
Pleasure 
Risk importance 
Risk probability 
18.64 
28.88 
21.06 
18.59 
12.86 
4.26 
6.86 
5.67 
4.53 
3.37 
18.39 
28.42 
19.87 
18.64 
13.19 
3.96 
5.61 
5.59 
3.85 
3.34 
.57 
.73 
2.02* 
- .11 
-.93 
Athletic socks 
Interest 
Sign 
Pleasure 
Risk importance 
Risk probability 
10.29 
12.91 
11.94 
12.05 
6.08 
5.20 
7.81 
6.19 
5.18 
3.67 
11.09 
14.04 
13.32 
14.25 
7.23 
4.63 
7.55 
5.97 
5.08 
4.04 
-1.59 
-1.42 
-2.18* 
-4.14*»* 
-2.81** 
•p<.05. •*p<.01.*»*^<.001 
significantly higher mean scores for sign, pleasure, risk probability, and risk imponance. 
Women were more involved in job interview apparel than were men. For athletic socks, men 
showed a significantly higher mean score for the risk importance dimension than women did. 
Men. socialized to be more athletically oriented than women, may perceive the performance 
risk dimensions of athletic socks involvement as more important. Female respondents were 
more likely to exhibit higher involvement in general apparel and interview apparel than men 
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were. For the lower situational involvement apparel products such as athletic socks, gender 
differences were few. 
Men and women differ in enduring and situational apparel involvement. This result 
coincides with previous empirical findings that women are more involved in apparel products 
than were men (Browne & Kaldenberg, 1997: Tigert et al.. 1976). probably due to 
socialization factors. 
Table 4.17. Gender and apparel involvement { n  = 447) 
Female (n = 318) Male (n= 126) 
Variables Mean SD Mean SD /-value 
Apparel involvement 
Interest 20.89 4.46 16.38 4.40 9 55*#» 
Sign 33.06 6.07 27.41 6.26 8.48*** 
Pleasure 26.69 5.14 19.80 5.88 11.35*** 
Risk importance 18.38 4.26 16.97 3.88 3.30** 
Risk probability 12.09 3.67 11.28 3.37 2.21* 
oA interview clothing involvement 
Interest 18.70 4.13 18.28 4.29 .92 
Sign 29.35 6.64 27.26 6.31 3.01** 
Pleasure 21.70 5.26 18.32 5.95 5.40*** 
Risk importance 18.79 4.41 17.83 3.90 2.20* 
Risk probability 13.24 3.37 12.31 3.43 2.53* 
thletic socks involvement 
Interest 10.37 4.87 11.27 5.26 -1.65 
Sign 12.93 7.51 14.53 8.02 -1.89 
Pleasure 12.43 6.13 12.74 6.20 -.48 
Risk importance 12.53 5.40 13.51 4.97 -1.80 
Risk probability 6.16 3.63 7.42 4.18 -2.92** 
p < . 0 5 .  * * p < . 0 l . * * * p < . 0 0 l  
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Structural Equation Modeling: The S-O-R Model of Apparel Involvement 
Figure 4.3 depicts the proposed relationships among the measured indices and latent 
variables with LISREL notation. The structural model consists of three latent variables: 
enduring apparel involvement (EI), situational apparel involvement (SI), and behavioral 
consequences (BC). In this study two situations were employed as specific apparel 
involvement; job interview apparel involvement (SI.) and athletic socks involvement (SU). 
For the behavioral consequences latent construct, four behavioral questions were employed: 
shopping firequency. time spent searching for products, store visitations, and extensive 
comparison of products before making choices. Therefore, eight models were tested for the 
S-O-R model of apparel involvement. Two latent variables (enduring apparel involvement 
En yi » 
Interest 
Enduring 
apparel 
involvement 
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Situational 
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Risk 
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S55 i £77 
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Figure 4.3. The S-O-R model of apparel involvement with LISREL notation 
•* E99 ,s fixed to 0. 
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and situational apparel involvement) consisted of multiple indicators that are various aspects 
of apparel involvement. The measurement model included nine observed indices, which 
were three aspects of enduring apparel involvement (interest, sign, and pleasure), and tlve 
aspects of situational apparel involvement (interest, sign, pleasure, risk importance, and risk 
probability) and each behavioral consequence variable. 
The causal model analyses were conducted by a maximum-likelihood estimation 
procedure using LISREL VII (Joreskog & Sorbom. 1989). For each model, a covariance 
matrix was the input to the data (see Table E.2 in Appendix). 
Measurement errors 
Preliminary runs of LISREL indicated significant correlation of measurement errors. 
For the models for job interview apparel, error parameters between the sign factor of EI and 
the sign factor of SIj (9e52). between the pleasure factor of EI and the pleasure factor of SI 
(0s63). and between the risk probability and risk importance factors of SI (0e78) were 
significant. The significance of these measurement errors can be explained theoreticall). 
The same scales were used for El and SI. .A.lso. sentences for the two risk dimensions were 
presented in a similar manner. Therefore, these measurement errors were taken into account 
for further analysis of the models. In order to relate these error terms, all latent constructs 
and indices were treated as endogenous variables. 
One of the advantages of the multiple indicator models is that it is capable of 
estimating the effect of measurement errors, and thus the true path coefficients can be 
estimated. 
Overall fit of the model 
Table 4.18. Figure 5.4 and Figure 5.5 present results of structural modeling of the S-
0-R model of apparel involvement including path coefficients (B ) and r-values for each 
path, factor loadings for each index (Ay^), coefficient of determination for each dependent 
Matrix of structural path coefficient between endogenous latent variables (3. 
' Matri.\ of factor loadings of observed endogenous indicator ky. 
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Table 4.18. Standardized estimates for the theoretical model in Figure 4 and Figure 5 
Job interview apparel ( n = 396") Athletic socks ( n = 397'*) 
Parameters BC36, BC37j BC38, BC39, BC363 BC37, BC38, BC39, 
/.II .93 .93 .93 .93 .94 .94 .94 .94 
\i\ .91 .91 .91 .91 .91 .90 .90 .90 
"Kw .87 .87 .87 .87 .88 .88 .88 .88 
.83 .84 .82 .82 .92 .92 .92 .92 
.88 .87 .88 .88 .91 .91 .91 .91 
.81 .81 .81 .81 .90 .89 .89 .89 
^'2 .53 .54 .54 .54 .55 .56 .56 .56 
/-82 .53 .54 .55 .54 .81 .82 .82 .82 
P:. .51 .51 .51 .51 .10 .10 .10 .10 
(r-value) (9.79) (9.77) (9.80) (9.80) (1.89) (1.90) (1.91) (1.90) 
PM -.07 -.02 .09 .16 .03 .05 -.03 -.01 
(/-value) (-I.IO) (-.41) (1.68) (3.03) ( .67) (1.21) (-.64) (-.22) 
P^: .21 .51 .45 .45 .43 .57 .55 .49 
(/-value) (3.39) (8.88) (7.97) (8.12) (9.07) (12.69) (12.20) (10.56) 
.26 .26 .26 .26 .01 .01 .01 .01 
R-}:> .04 .25 .26 .30 .19 .JJ .30 .24 
R' Total 29 .44 .45 .48 .20 .34 .31 .25 
X' 61.74 81.25 80.83 71.43 42.73 47.89 48.03 53.38 
{df) (22) (22) (22) (22) (22) (22) (22) (22) 
(p=.000) (p=.000) (p=.000) (p=.000) (p=.005) (p=.001) (p=.OOII (p=000) 
GFI .97 .96 .96 .97 .98 .97 .97 .97 
AGFl .94 .92 .92 .93 .95 .95 .95 .94 
RMSR 1.22 1.26 1.22 1.22 .70 .71 .69 .73 
" The number of cases used in each data analysis was slightly different depending on missing values. 
Note: f-values for all Xs are >2.00. 
Note: GFl: goodness of fit inde.x; AGFl; adjusted goodness of fit index: R.MSR: root mean square residual. 
Note: For error related parameters (0e. 4*). Table F. 1 in Appendi.x. 
Note: For parameter specifications see Figure 3. 
Note: BC36: shopping frequency; B37; time spent searching for information; B38: store visitation: B39: 
extensive comparison. 
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Figure 4.4. The S-O-R model of apparel involvement: Job interview apparel 
Note: Standardized path coefficients are indicated: f-values are in parentheses; dotted arrows indicate 
insignificant paths. 
Note: I: interest; S: sign; P: pleasure: Rl: risk importance; RP: risk probabilitv'. 
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Figure 4.5. The S-O-R model of apparel involvement: Athletic socks 
Note: Standardized paths coefficients are indicated; f-values are in parentheses; dotted arrows indicate 
insignificant paths. 
Note: I: interest; S: sign; P: pleasure; RI: risk importance; RP: risk probability. 
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variable (R'). and fit indices of the model. Error related parameters (© and are 
presented in Table F.l. in the Appendix. All parameters presented were standardized 
estimates. 
The overall c/z/-square ranged from 61.74 to 81.25 for models of job interview apparel 
and 42.73 to 53.38 for models of athletic socks with 22 degrees of freedom. The GFI ranged 
from .96 to .98 and the AGFI ranged from .92 to .95. indicating a good fit of models to the 
data. The r~ of the total model was relatively low for models when the behavioral 
consequence was shopping frequency for both job interview apparel (/?"totan -29) and athletic 
socks (/?"totai= -20). These results indicated that shopping frequency may not be explained by 
apparel involvement. On the other hand, the r~ s for the models when behavioral 
consequences were time spent for searching, store visitation, and extensive comparison 
before making choices were relatively high (/?" = .44. .45. and .48. respectively for models of 
job interview apparel, and r' = .34. .31. and .25. respectively for models of athletic socks). 
Measurement model 
All parameter estimates for the measurement model (factor loadings) were highly 
significant (^-values of 2.00 and higher). The measurement model adequately represented 
observed variables. 
Overall, factor loadings of interest, sign, and pleasure were relatively high for both 
enduring involvement and situational involvement (X. = .87 to .94). For models of job 
interview apparel, factor loadings were lower for the two risk dimensions, risk probability 
(A72j= -53 to .54) and risk importance (Xg2j= .53 to .55). These results are consistent with the 
correlation analysis results of the five aspects of apparel involvement. For models of athletic 
socks, only risk the probability dimension showed relatively low factor loadings (/.72a = -55 
to .56). 
Measurement error covariance matrix of 08. 
'' Covariance matrix of structural error (^, 
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Structural model 
Among the three path coefficients in the model, the path coefficients fi:om enduring 
involvement (El) to situational involvement (Slj) were all significant (yftij = .51. [ = 9.77 to 
9.80) for all four models for job interview apparel. However, this path coefficient was not 
significant for models for athletic socks .10, r =1.89 to 1.91). .A,lthough not 
significant, the /-values were relatively high. The R~ for SIi was also relatively low 
{r 22'— • 10). For high situational involvement, enduring involvement had strong positive 
effect on situational involvement, but for the lower involvement product, endurin^; 
involvement may not be a predictor of situational involvement. According to these results. 
H2.1 was supported, but H2.2 was not supported. 
The paths from situational involvement to behavioral consequences were strongly 
significant for all eight models (^2 = .21 to .57. t= 3.39 to 12.69). The consistency of the 
results across the product categories and various behavioral consequences indicates the 
stability of the significance of the path. Therefore. H3.1 and H3.2 were supported. .A.mong the 
eight significant path coefficients, the significance of the path from job interview apparel to 
shopping frequency was relatively low (y^i = 2\.t = 3.39). The R's for this latent variable 
were relatively low. too {Ry^' = .04). This may be due to the student sample that may not 
have a lot of experience of shopping for job interview apparel. Or shopping for interv iew 
apparel is done only when needed, but not on a regular basis. 
The path coefficients firom enduring involvement to behavioral consequences (y^i) 
were not significant for seven models out of eight. This result is consistent with Slama and 
Tashchian's (1987) finding that enduring involvement had an insignificant effect on response 
involvement. However, this result is inconsistent with Biuton and Netemeyer's (1992) study 
that enduring involvement had significant direct effect on response involvement. Enduring 
apparel involvement is a consumer's intrinsic characteristic that changes little over time. 
Many researchers reported the relationship between enduring involvement and behavioral 
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consequences. Without situational influence, enduring involvement does not cause 
behavioral consequences. H4.1 and H4-2 were not supported. The only significant path was in 
the model of job interview apparel when the dependent variable was extensive comparison 
before making choices (/?3i = .16. / = 3.03). 
Decomposition of effects 
In order to e.xamine the significance of the indirect effects of enduring involvement on 
behavioral consequences, decomposition of effects was conducted. Table 4.19 summarizes 
the results of decomposition of total, indirect and direct effects. Indirect effect is an effect of 
an independent variable on a dependent variable mediated by an intervening variable. Direct 
effect is an effect caused by a direct path between an independent and dependant variable. 
The sum of direct and indirect effects equals total effect. The significance of effects also can 
be also assessed by a /-value. 
In Table 4.19. /-values of indirect effects from enduring involvement to behavioral 
consequences were relatively high for models of job interview apparel (/ >2.00). .A.lthough f-
values are marginally close to 2.00. models for athletic socks did not show significant 
indirect effects on behavioral consequences (t = 1.78 to 1.90). 
It can be concluded that when a consumer is engaged in high involvement situations, 
enduring apparel involvement has a strong indirect effect on behavioral consequences, 
mediated by specific apparel involvement that is related to situational factors. In order to 
understand the relationship between enduring involvement and behavioral consequences, 
situational factors need to be considered. However, when the specific product t\-pe is low 
involving in nature such as athletic socks, there is a weak indirect effect of enduring 
involvement on behavioral consequences. Overall, H5-1 was supported, but H5-2 was not 
supported. 
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Table 4.19. Decomposition of direct, indirect, and total effects for the S-O-R model of 
apparel involvement 
Dependent Independent Total Indirect Direct 
Models variable variable effects effects effects 
Models for job interview clothing 
Model SI, FI 385 ( Q 87) .385 ( 9.8''; 
with BC36j BC36j EI .009 ( .82) .023 (3.29) -.014 (-1.10) 
SIJ .061 ( 3.39) .061 ( 3.39) 
Model SIJ EI .386 ( 9.65) .386 ( 9.65) 
with BC37j BC37j EI .097 ( 4.62) .106 (6.63) -.009 ( -.41) 
SIJ .276 ( 8.90) 276 ( 8.90) 
Model SIJ EI .383 ( 9.82) .383 ( 9.82) 
with BC38j BC38j EI .128 ( 6.40) .092 (6.57) .036 ( 1.68) 
SIJ .240 ( 8.00) .240 ( 8 00) 
Model SIj EI .384 ( 9.85) .384 ( 9.85) 
with BC39, BC39j EI .141 ( 7.83) .084 ( 6.46) .057 ( 3.03) 
SIJ .218 ( 8.07) .218 ( 8.07) 
Models for athletic socks 
Model Sla EI .101 ( 1.91) .101 ( 1.91) 
with BC36a BC36a EI .013 ( 1.44) .008 ( 1.86) .005 ( .67) 
Sla .077 ( 8.56) .077 ( 8.56) 
Model Sla EI .101 ( 1.91) .101 ( 1.91) 
with BC3 ~a BC37a Sla .031 ( 2.07) .017 ( 1.78) .014 ( 1.21) 
AI .162 (12.46) .162 (12.46) 
Model Sla Sla .101 { 1.90) .101 ( 1.90) 
with BC38a BC38a EI .007 ( .54) .014 ( 1.86) -.007 ( -.64) 
Sla .135 (12.27) .135 (12.27) 
Model Sla EI .101 ( 1.91) .101 ( 1.91) 
with BC39a BC39a EI .010 ( .77) .012 (1.90) -.002 ( -.22) 
Sla .120(10.91) .120 (10.91) 
Note: Direct and indirect effects may not sum to the total effect because of rounding. 
Note: Indirect effect from EI to BC via SI is bolded. 
Note: /-values are in parentheses. 
Note: EI: Enduring apparel involvement; SIj: high situational involvement (job interview apparel involvement): 
SI,: low situational involvement (athletic socks involvement); BC: behavioral consequence; BC36: 
shopping frequency; BC37: time spent searching; BC38: visitation to stores; BC39: e.xtensive 
comparison. 
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Post Hoc Analysis: Alternative Model 
Provided with information on preliminary analysis and structural equation modeling, 
post hoc modeling was considered. This procedure is exploratory and data-driven in nature. 
From the results of confirmatory factor analysis and correlation analysis, it was 
obvious that the three aspects of enduring involvement were all highly interrelated. Enduring 
involvement consisted of three highly correlated factors. There is no doubt that tliese ilu-ec 
factors related to one latent variable. However, situational involvement consisted of five 
factors, and within these, the interest, sign, and pleasure factors were highly correlated with 
each other but had lower correlations with the two risk dimensions. Structural equation 
analysis of the S-O-R model had similar results. Factor loadings for the two risk related 
factors were relatively low. Although the association was not as high as associations among 
interest, pleasure, and sign aspects of apparel involvement, the two risk factors are 
theoretically related to consumers' perceived risk. Thus, a possible two latent variable 
structure of situational involvement is proposed. 
To examine possible improvement in the model, an alternative modeling of apparel 
involvement was conducted (see Figure 4.6). The alternative model maintains the basic 
structure of the S-O-R paradigm of involvement but divided situational involvement (SI) into 
two variables. One latent variable is related to the qualities of the specific product (SPl: 
situational product involvement) and the other is related to risks occurring after purchase of 
the usage of the specific product (SRI: situational risk involvement). In the new model, all 
paths in the S-O-R model remained. However, the indirect path from EI to BC is now split in 
two ways through SPI and SRI. 
The relationship between SPI and SRI suggested an additional path (SPI—• SRI). 
These two latent variables have high correlations (they were considered as one latent variable 
in die S-O-R model of apparel involvement). Also, because more product related 
characteristics are harder to change than characteristics that are related to the situational 
usage of products, a path from SPI to SRI is appropriate. 
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Figure 4.6. The alternative model of apparel involvement with LISREL notation 
•' is fixed to 0. 
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Overall fit of the model 
The overall chi-squaies ranged from 53.39 to 67.93 for models of job interview 
apparel and 25.01 to 36.51 for models of adiletic socks, with 20 degrees of freedom. The 
GFI ranged from .96 to .99 and the AGFI ranged from .92 to .97. indicating a good fit of 
models to data. The goodness-of-fit indices showed slight improvement over the S-O-R 
model of apparel involvement. 
Although the S-O-R model and the alternative model of apparel involvement are not 
nested within one other, differences of c'/?/-square statistics were assessed (Table 4.20). 
Throughout eight models, the differences in chi-square statistics were significant. The 
significance was weaker when the behavioral consequence was shopping frequency. The 
alternative model may be a better fit to data when the behavioral consequence variable is 
more related to variables such as time 5pent searching, store visitation and comparison of 
products. Although it is statistically significant, the differences in chi-squares do not reveal 
substantial superiority of the alternative model over the S-O-R model of apparel involvement. 
Table 4.20. Chi-squaic statistics of the S-O-R model and the alternative model of apparel 
involvement. 
Job interview apparel (n = 396) Athletic socks (n = 397) 
Parameters BC36. BC37. BC38, BC39, BC363 BC37, BC38a BC39 
The S-O-R model 
r 
(dj) 
61.74 81.25 80.83 71.43 
(22) (22) (22) (22) 
42.73 47.89 48.03 53.38 
(22) (22) (22) (22) 
The alternative model 
r 
(df) 
53.39 67.93 64.10 58.01 
(20) (20) (20) (20) 
36.51 25.01 30.84 33.39 
(20) (20) (20) (20) 
Chi-square difference between the S-O-R and the alternative model 
(Adf) 
8.35* 13.32*** 16.73*** 13.42*** 
(2) (2) (2) (2) 
6.22* 22.88*** 17.19*** 19.99*** 
(2) (2) (2) (2) 
" The number of cases used in each data analysis was slightly different depending on missing values. 
•/?<.05. **»/?<.001 
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Measurement model 
Parameter estimates of the alternative model are summarized in Table 4.21. Figure 4.7 
and Figure 4.8. As with the S-O-R model of apparel involvement, all factor loadings of the 
alternative model were highly significant (/-values of 2.00 and higher). For job interview 
apparel, the factor loadings for risk importance and risk probability were higher (Xjzj. ^82] 
= .72 to .73) than for the S-O-R model (a?:, /.s2i = -53 to .54). For models for athletic socks, 
factor loadings of risk importance were .64 to .66 and for risk probability were .93 to .95. 
This is also higher than for the S-O-R model (X.72j = .55 to .56. /.g2j =.81 to .82). Overall, the 
measurement model of the ahemative model of involvement showed improvement over the 
S-O-R model of involvement. 
Structural model 
In the alternative model two paths were related to the influence of enduring 
involvement on situational involvement: j^i and For job interview apparel, both of these 
coefficients were significant {/hi- -50. r = 9.54 to 9.56; y^i= .15. r = 2.45 to 2.51). In models 
for athletic socks. /^i were slightly significant {jhi= .11. i = 2.49 to 2.51) and the i were 
insignificant (jffji = .06, t= 1.79 to 1.84). 
The influence of situational involvement on behavioral consequence is related to ^42 
and J043 in the alternative model. For job inter\'iew apparel, time spent searching for 
information, store visitation, and extensive comparison were significantly predicted by 
product specific involvement (^47.= -26 to 32. r = 2.51 to 3.58), and product risk involvement 
(jSi3 = .26 to .32. t = 2.64 to 3.16). Shopping frequency of job interview apparel was only 
predicted by product specific involvement = .32. t = 3.21). For athletic socks, time 
spent searching for information, store visitation, and extensive comparison were significantlv 
predicted by product risk involvement = .39 to .49. r = 3.37 to 3.89). Shopping 
frequency of athletic socks was only predicted by product specific involvement 
= .61.r = 5.23). 
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Table 4.21. Standardized estimates for the alternative model in Figure 7 and Figure 8 
Parameters 
Job interview apparel (n = 396)' Athletic socks (« = 3 97)' 
BC36j BC37j BC38j BC39j BC36a BC37a BC38a BC39a 
^11 .92 .93 .93 .92 .94 .94 .94 .94 
^21 .91 .91 .91 .91 .90 .90 .90 .90 
k i \  .87 .87 .87 .87 .88 .88 .88 .88 
.85 .84 .83 .83 .92 .92 .92 .92 
^52 .88 .87 .88 .88 .91 .91 .91 .91 
.81 .81 .81 .81 .90 .89 .89 .89 
.73 .72 .72 .73 .64 .64 .65 .66 
/.jj2 .72 .72 .73 .72 .95 .95 .95 .93 
P:i .50 .50 .50 .50 .11 .11 .11 .11 
(f-value) ( 9.54) ( 9.52) ( 9.56) ( 9.55) ( 2.04) ( 2.07) ( 2.07) ( 2.06) 
.15 .15 .15 .15 -.06 -.06 -.06 -.06 
(r-value) ( 2.51) ( 2.50) ( 2.45) ( 2.49) (-1.79) ( -1.81) ( -1.82) (-1.84) 
P.. -.04 -.05 .06 .13 .02 .08 -,0l .02 
(r-value) ( -.68) ( -.89) ( 1.02) ( 2,47) ( .33) ( 1,76) ( -.18) ( 38) 
P32 .66 .66 .66 .66 .86 .86 .87 .88 
(/-value) ( 9.15) ( 9.18) ( 9.14) ( 920) (12.26) (12.43) I 112.50) (12.90) 
P^: .32 .32 .22 .26 .61 .16 .20 .05 
(/-value) ( 3.20) ( 3.58) ( 2.51) ( 3,07) ( 5.23) ( 1.42) ( 1.73) ( 39) 
P4.1 -.16 .27 .32 .26 -.20 .45 .39 .49 
(/-value) ( -1.41) ( 2.64) ( 3.16) ( 2.64) (-1.68) ( 3.89) ( 3.37) (3.61) 
.25 .25 .25 .25 .01 .01 ,01 .01 
.55 .55 .55 .55 .74 .74 .74 .76 
R'44 .05 .27 .29 .32 .21 .36 .33 .28 
1^ Total 68 .75 .76 .77 .80 .83 .83 .83 
1 
X" 53.39 67.93 64.10 58.01 36.51 25.01 30.84 33.39 
(dj) (20) (20) (20) (20) (20) (20) (20) (20) 
(p=.000) (p=.OGO) (/7=.000) (/7=.000) (p=.013) (p=.20l) (p=072) (/7=.03 1) 
GFI .97 .96 .97 .97 .98 .99 .98 .98 
AGFI .94 .92 .92 .93 .95 .97 .96 .96 
RMSR 1.09 1.13 1.11 I.IO .54 .53 .53 .58 
' The number of cases used in each data analysis was slightly different depending on missing values. 
Note: r-vaiues for all ks are >2.00. 
Note: GFI: goodness of fit index; AGFI: adjusted goodness of fit inde.x; ElMSR: root mean square residual. 
Note: For error related parameters (©e. see Table F.3 in Appendix. 
Note: For parameter specifications see Figure 3. 
Note: BC36: shopping fi-equency; B37: time spent searching for information; B38: store visitation; B39: 
extensive comparison. 
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Time spent searciiing for information, store visitation, and extensive comparison are 
to some extent risk handling activities and thus may be more related to involvement in high 
risk factors than to product specific involvement. For the highly involved situation, these 
behaviors are both predicted by product specific involvement as well as product risk 
involvement. For the low involvement situation, these risk handling activities are only 
guided by product risk involvement. On the other hand, shopping frequency is only predicted 
by product specific involvement. 
The effect of enduring involvement on behavioral consequences was only significant 
when the behavioral consequence variable was comparison of job interview apparel before 
making choices = .13. t = 2.47). As in the S-O-R model of involvement, there were 
weak relationships between enduring involvement and behavioral consequences. 
Also, the paths from product specific involvement to product risk involvement were 
highly significant. The relationship was stronger in athletic socks = .86 to .88. t = 12.26 
to 12.90) than was in job interview apparel = .66. / = 9.14 to 9.20). 
Decomposition of effect 
In order to explore die significance of indirect effects, decomposition of effects was 
conducted (see Table 4.22). For job interview apparel the indirect effects from enduring 
involvement to behavioral consequences were all significant {/ = 2.25 to 6.88). For athletic 
socks, indirect effects from enduring involvement to behavioral consequence were 
insignificant (r = .71 to 1.12). except for the measure of shopping frequency = 2.23). 
Some un-hypothesized indirect effects can be noticed in Table 4.22. Indirect effects 
of enduring involvement on product risk involvement were all significant for models of both 
job interview apparel (/ = 6.85 to 6.94) and athletic socks {t = 2.03 to 2.05). Indirect effects 
from product specific involvement on behavioral consequence mediated by product risk 
involvement were significant for time spent searching, store visitation and extensive 
comparison {t = 2.61 to 3.08). 
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Table 4.22. Decomposition of direct, indirect, and total effects for the alternative model of 
apparel involvement 
Dependent Independent Total Indirect Direct 
Models variable variable effects effects effects 
Models for job interview clothing 
Model SPIj EI .379 9.48) .379 ( 9.48) 
with BC36i SRI, EI .335 7.61) .229 ( 6.94) .106( 2.51) 
SPI, .605 9.17) .605 ( 9.17) 
BC36, El .009 .82) .018 (2.25) -.009 ( -.68) 
SPI, .062 3.44) -.030 ( 1.43) .092 ( 3.21) 
SRI, -.049 .53) -.049 ( .53) 
Model SPlj EI .380 9.50) .380 ( 9.50) 
with 8C3 "i SRI, EI .330 7.50) .226 ( 6.85) .104( 2.50) 
SPI, .595 9.15) .595 ( 9.15) 
BC37j EI .097 4.62) .017 ( 6.88) -.009 ( -.89) 
SPI, .265 8.55) ,094 ( 2.61) .171( 3.58) 
SRI, .158 2.63) .158 ( 2.63) 
Model SPI, EI .337 9.67) .337 ( 9.67) 
with BC38, SRI, EI .328 7.63) .226 ( 6.85) .102 ( 2.45) 
SRI, .600 9.10) .600( 9.10) 
BC38, EI .127 6.35) .105 ( 6.56) .022 ( 1.02) 
SPI, .228 7.60) .111 ( 3.08) .117(2.51) 
SRI, .185 3.19) .185( 3.19) 
Model SPI, EI .378 9.45) .378 ( 9.45) 
with BC39, SRI, EI .333 7.57) .229 ( 6.94) .104 ( 2.47) 
SPI, .606 9.18) .606( 9.18) 
BC39j EI .141 7.83) .093 ( 6.64) .048 (2.47) 
SPI, .208 7.70) .081 ( 2.61) .127( 3.08) 
SRI, .134 2.63) .134 ( 2.63) 
Note: Direct and indirect effects may not sum to the total effect because of rounding. 
Note: Indirect effect from EI to BC via SI is bolded. 
Note: f-values are in parentheses. 
Note: EI; Enduring apparel involvement; SIj: high situational involvement (job interview apparel involvement); 
BC: behavioral consequence; BC36: shopping frequency; BC37: time spent searching; BC38: visitation 
to stores; BC39; extensive comparison. 
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Table 4.22. (continued) 
Dependent Independent Total Indirect Direct 
Models variable variable effects effects effects 
Models for athletic socks 
Model SPIa EI .109 2.04) .109( 2.04) 
with BC36^ SRI3 EI .025 .61) .071 ( 2.03) -.046 (-1.79) 
SPI3 .646 12.27) .646(12.27) 
BC36a EI .013 1.47) .010 (2.23) .003 ( .33) 
SPU .079 9.25) -.030 (-1.65) .109 ( 5.23) 
SRU -.047 -1.67) -.047 ( -1.67) 
Model SPI3 EI . 1 1 1  2.07) . 1 1 1 (  2 . 0 7 )  
with BCS'j SRI3 El .025 .62) .072 ( 2.04) -.046 (-1.81) 
SPI, .647 12.42) .647(12.42) 
BC37a EI .031 2.10) .009 ( 1.00) .022 ( 1.76) 
SPU .157 12.09) .111 (3.72) .046 ( 1.42) 
SRIa . 1 7 1  3.89) . 1 7 1  (  3 . 8 9 )  
Model SPla EI . 1 1 1  2.07) . 1 1 1  (  2 . 0 7 )  
with BC38a SRI, EI .025 .62) .072 ( 2.05) -.047 ( -.18) 
SPIa .652 12.49) .652(12.49) 
BC38a EI .007 .52) .009 ( 1.12) -.002 ( -.18) 
SPIa . 1 3 1  11.72) .083 ( 3.25) .048 ( 1.73) 
SRIa .127 3.37) . 1 2 7 {  3 . 3 7 )  
Model SPIa EI . 1 1 0  2.06) . 1 1 0 (  2 . 0 6 )  
with BC39^ SRI, EI .025 .60) .073 ( 2.04) -.048 (-1.84) 
SPIa .668 12.90) .668(12.90) 
BC39, EI .009 .76) .005 ( .71) .004 ( .38) 
SPIa . 1 1 6  10.05) .103 ( 3.43) .013 ( .39) 
SRIa .154 3.60) .154 ( 3.60) 
Note: El: Enduring apparel involvement; SI,: low situational involvement (athletic socks involvement); BC; 
behavioral consequence: BC36; shopping frequency; BC37: time spent searching; BC38: visitation to 
stores; BC39: e.xtensive comparison. 
95 
Summary of Causal Modeling 
Overall, the hypothesized S-O-R model of apparel involvement showed a good fit to 
the data. In order to examine whether a competing model may have a better fit. a post hoc 
alternative modeling procedure was employed. The alternative model showed a better fit 
than the S-O-R model; however, the magnitude of improvement was not substantial. 
Results of hypothesis testing are summarized in Table 4.23. Regardless of the level 
of situational involvement (specific product type involvement), behavioral consequences 
were predicted by situational involvement. When the product was highly involving in nature, 
enduring involvement had a significant direct impact on situational involvement. However, 
the effect of enduring involvement on behavioral consequences was stronger when indirect, 
mediated by high situational involvement. For the low involvement product, only situational 
involvement had a significant influence on behavioral consequences. 
An alternative model provided further insight into the relationship between situational 
involvement and behavioral consequences. When the behavioral consequence was more 
related to efforts to reduce risk, involvement in situational risk factors played a significant 
role. For behavioral consequences such as shopping firequency, it was the product specific 
factors of situational involvement that had significant influence on the behavioral 
consequence. 
Table 4.23. Summary of hypothesis testing 
Job interview Athletic 
Hypothesized path apparel socks 
H: Enduring —• Situational S. N.S. 
H; Situational —» Behavioral consequence S. S. 
H4 Enduring —• Behavioral consequence N.S. N.S. 
H5 Enduring (—• Situational) —• Behavioral consequence S. N.S. 
S.: supported, N.S.; not supported 
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Simultaneous Groups Analysis Using LISREL: Female and Male 
Previous literature suggested possible differences in apparel involvement on the part 
of male and female consumer groups. As seen in the tests of mean differences, women were 
more interested in apparel than were men. Because the importance of gender has been 
recognized throughout the literature, another test for gender difference was employed ~ 
simultaneous group analysis using LISREL — to test the equality of variable associations 
across male and female groups. For simultaneous multiple group analysis, instead of rurming 
analyses for all four behavioral consequences, a sum of two highly correlated behavioral 
consequences (store visitation and comparison before making choices) was used as an index 
of behavioral consequences. 
Simultaneous group analysis using LISREL is an overall test of the equality of 
covariance structure across groups. A sequential strategy suggested by Lomax (1983) was 
employed. There are four different covariance structures in the structural equation modeling: 
measurement coefficient covariance (A), structural coefficient covariance (B). measurement 
error covariance (0). and structural error covariance (T). Imposing equality constraints 
across male/female groups sequentially and examining c/j/-square statistics allows assessment 
of differences in covariance structure. In simultaneous group analysis, overall chi-square 
statistics are presented across groups.'" The covariance matrix was the data input (see Table 
E.3 and Table E.4 in Appendix). 
Table 4.23 shows the procedure of group analysis for the S-O-R model for job 
interview apparel and for athletic socks respectively. For job interview apparel, when A 
equality constraint was introduced (mode B). the difference in c///-square statistics was 
insignificant (z1x"b-a= 3.01. 6). This means that considering A equal across 
male/female groups does not make any significant difference. Likewise, constraints on B 
(Model C), 0 (Model D) and ^ (Model E) were sequentially added. There was no significant 
"The LISREL program provided an overall c/i/-square goodness-of-fit measure for a model across multiple g 
groups (J5reskog & SSrbom. 1989). Note that the c/i/-square value (and its associated probability ) may be 
thought of as a goodness-of-fit index, rather than as strictly a test statistic... a model may be well accepted 
although the cA/-square value is large because the underlying assumptions are regarded as only an 
appro-ximation to reality." (Anderson, 1987. p. 537) 
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Table 4.24. Sequential tests of simultaneous group analyses: The S-O-R model of apparel 
involvement 
Model Equality constraints hCidf) Comparison A'j!j(Adf) 
Model for job interview clothing 
A None 100.75(44) — — 
B A. 103.76(50) B-A 3.01 (6^ 
C .V. B 109.02(53) C-B 5.26(3) 
D Ay,B.©c 121.34(64) D-C 12.31(11) 
E Ay, B, 123.23 (67) E-D 1.89 (3) 
Model for athletic socks 
A None 90.58 (44) — — 
B Ay 107.28(50) B-A 16.70(6)* 
C B 100.93 (47) C-A 10.35(3)* 
D 0c 116.22(55) D-A 25.64(10)** 
E ^ 97.65 (47) E-A 7.07 (3) 
Note; Models depicted in Figure 4.9 and Figure 4.10 are siiaded and bolded. 
* p < .05. **p < .01 
difference of covariance structures between male and female groups when the product was 
highly involving (i.e.. job interview apparel). Model E is represented in Table 4.25 and 
Figure 4.9. All parameters shown are the same between male and female respondents for job 
interview apparel. 
For athletic socks, when A equality constraint was introduced (mode B). the chi-
square change showed significant difference (z1x"b-.a= 16.70.^"= 6,p< .01). This 
significance indicated that considering A equal across male and female groups made a 
significant difference. There is a significant difference of A between men and women. 
Therefore. A constraint was not included for further constraint in model C. The equalitv' 
constraint on B (Model C) also produced significant differences in cAi-square statistics 
(zlx'c-.A= l0.35_Adf= 3,p< .05). There were significant differences of structural coefficients 
between male and female groups. Model D that had an equality constraint of only 0 showed 
significant differences in c/i/-square statistics (/1x*d-a = 25.64. Adf = 11, p < .01). The 
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measurement error covariance was significantly different between male and female groups. 
Finally. Model E included equality constraints on ^ only and resulted in insignificant chi-
square differences. Thus, males and females do not show significant difference in structural 
error covariance. Model E of athletic socks is represented in Table 4.25 and Figure 4.10. 
Table 4.25. Gender and the S-O-R model of apparel involvement 
Model of job interview apparel '* 
Parameters Women (w = 318) Men {n = 126) 
Model of athletic socks 
Women (n = 318) Men (n= 126) 
>^11 
>v:i 
^52 
.91 
.89 
.85 
.84 
.87 
.81 
.53 
.54 
.91 
.89 
.85 
.84 
.87 
.81 
.53 
.54 
.92 
.90 
.80 
.92 
.89 
.88 
.58 
.75 
.91 
.85 
.95 
.92 
.97 
.92 
.50 
.95 
P:. 
(r-value) 
PM 
(f-value) 
P32 
(/-value) 
.49 
(9.21) 
.05 
(.89) 
.51 
(9.05) 
.49 
(9.21) 
.05 
(.89) 
.51 
(9.05) 
.09 
(1.35) 
-.08 
(-1.49) 
.58 
(10.87) 
.33 
(3.48) 
. 1 7  
(1.99) 
.50 
( 5 . 9 1 )  
R":: 
rS? 
R Tolal 
.26 
.28 
.45 
.26 
.28 
.45 
.01 
.J J 
.34 
.3D 
.42 
r {df) 
123.34 
(67) 
(p=.000) 
97.65 
(47) 
(p=.000) 
' All covariance matrices are invariant across male/ female groups. 
^ is invariant across male-'female groups. 
Note: f-values for all are >2.00. 
Note: For parameter specifications see Figure 3. 
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In Figure 4.9 (for job interview apparel), for men and women, enduring involvement 
had significant impact on situational involvement (>fti= .49. t = 9.21). Situational 
involvement had significant impact on behavioral consequences 0^2 = .51. / = 9.05). 
Among the structural path coefficients in Figure 4.10 (athletic socks), for men. path 
coefficients from enduring apparel involvement to situational involvement (^i = .35. / = 
3.48). and situational involvement to behavioral conscqucnccs were significant {/3i: ~ .50. ,* -
5.91). The path from enduring involvement to behavioral consequence was slightly 
insignificant 
(/^i = .17. r = 1.99). For women, only situational involvement (athletic socks) had significant 
impact on behavioral consequence (fin = .58. i = 10.87). 
For men. enduring involvement affected situational involvement even though the 
product employed was low in involvement. For women, enduring apparel involvement did 
not affect situational involvement for the low involvement product. 
Although the model tested was different from that of the current study. Kim et al. 
(2000) reported similar gender differences in a model of apparel involvement and advertising 
of T-shirts. For women, apparel involvement was not a significant predictor of product 
attribute beliefs that lead to positive product attitude. For men. however, apparel 
involvement had a significant influence on product attribute beliefs. The stimuli that Kim et 
al. used could be viewed as situationally low involving. 
The simultaneous group analysis and r-tests showed somewhat different results. 
Gender differences in the covariance structure were recognized for a low involvement 
product. However, gender difference among means was recognized in the high involvement 
apparel product. For the high involvement product, although the mean score was different, 
the associations of variables were similar between men and women. For the low involvement 
product, even though the mean score was similar, the associations of variables were 
significantly different. 
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involvement 
Behavioral 
consequence 
.49^V = 9.21) 
R- = 23 
Situational ^ 
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Mule 
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Enduring 
apparel 
involvement 
Behavioral 
consequence BC 
.49 
R- =.26 
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[ involvement 
84 ^ob interview apparel 
81 RP, 
Figure 4.9. Simultaneous group analyses of the S-O-R model of apparel involvement: Job 
interview apparel 
Note: Standardized path coefficients are indicated: r-values are in parentheses; doned arrows indicate 
insignificant paths. 
Note: I: interest; S: sign; P: pleasure; RI: risk importance; RP; risk probability; BC: store visitation and 
extensive comparison. 
Note: Covariance matrixes are all invariant across groups. 
101 
Female 
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Figure 4.10. Simultaneous group analyses of the S-O-R model of apparel involvement: 
Athletic socks 
Note: Standardized path coefficients are indicated; f-values are in parentheses; dotted arrows indicate 
insignificant paths. 
Note: I; interest; S: sign; P: pleasure; RI: risk importance; RP; risk probabiiity; BC: store visitation and 
extensive comparison. 
Note; Only i)/ is invariant across groups. 
102 
CHAPTER 5: SUMMARY AND CONCLUSIONS 
Summary of Research 
Product involvement has been recognized as an important variable for marketers in 
explaining various consumer behaviors. More highly involved consumers are more likely 
to engage m active decision-makmg procedures such as information search and frequent 
shopping. 
A number of studies were conducted on conceptualization, operationalization. 
measure development, and evaluation of different approaches to involvement. Yet. there 
have been no widely accepted perspectives of involvement. Due to the ambiguity of 
conceptualization, most empirical results and conclusions are dependent on the 
conceptualization and operationalization of involvement used in a particular study. 
Apparel products, one of the most popular product categories studied in involvement 
research, varies in its importance to consumers, invoking high to low involvement across 
consumers. In addition, situations surrounding apparel purchase decision and intended use 
of apparel influence a consumer's involvement in the product. Due to the complexity of the 
product category, a specialized approach is needed. Most previous studies borrowed 
perspectives and measures and merely attached the concept of product involvement to 
apparel (or fashion) involvement. A more theory-based approach relevant to the apparel 
product category is needed. 
The purposes of this study were: (1) to refine conceptualization of apparel 
involvement. (2) to generate an appropriate measure of apparel involvement by adopting and 
modifying previous measures of product involvement. (3) to examine and empirically test 
the influence of other factors such as demographic variables, and (4) to generate a casual 
model connecting antecedents and consequences of involvement. Apparel involvement was 
examined at two levels: 1) apparel in general and 2) specific types of apparel. Specific tvpes 
of apparel were included because they pertain to situational characteristics. 
Based on the literature, a conceptual model of involvement was proposed. The model 
was based on the S-O-R paradigm of involvement (Houston & Rothschild, 1978). The latent 
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variable of the model consisted of enduring involvement, situational involvement, and 
behavioral consequences. For the measurement model, Kapferer and Laurent's (1985) 
dimensionality concepts and Bloch and Richins' (1986) conceptualization of enduring and 
situational involvement were adopted, .\mong the five dimensions, interest, sign, and 
pleasure dimensions were multiple indices for enduring involvement. Indices for situational 
involvement consisted of interest, sign, pleasure, risk importance, and risk probability 
dimensions. Two specific types of apparel were used for treatments of situational 
involvement — job interview apparel and athletic socks. Four behavioral consequences were 
employed in the study: 1) shopping frequency. 2) tim.e spent searching for information. 3) 
store visitation, and 4) extensive comparison before making choices. Demographic factors 
considered in the study were age. class standing, employment, job types, academic major, and 
gender. Based on previous measures of involvement, a survey questionnaire including a 22-
item apparel involvement scale was developed. 
College students who were attending four different universities participated in the 
study. Data from 447 questionnaires were used for the statistical analysis. A larger 
proportion of female respondents were freshmen and sophomores, whereas the majority of 
the male respondents were juniors and seniors. Half of the respondents were employed either 
part-time or fiill-time. More women were majoring in family and consiuner science and more 
men were majoring in engineering, physical sciences, and business. 
Data analysis consisted of three phases: 1) preliminary analysis. 2) effects of 
demographic variables on apparel involvement, and 3) model testing. Preliminary analysis of 
the research data included univariate analysis, confirmatory factor analysis and reliability 
assessment of the apparel involvement scale, and correlation analysis. Pearson correlations 
provided preliminary evidence of possible relations existing in the data as well as convergent 
and criterion validity of measures. Various test statistics such as r-test. ANOVA. and 
Scheffe's multiple comparison were conducted to determine the demographic influence on 
apparel involvement. Structiu^ equation modeling was used to test the hypothesized model. 
In addition, simultaneous group analysis was conducted to examine the influence of gender 
on the model. 
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Results of the preliminary analysis 
The results of the reliability assessment were in the acceptable range for all five 
dimensions of the apparel involvement scale. Confirmatory factor analysis of the apparel 
involvement scale indicated that each individual item was significantly influenced by the 
dimensions of apparel involvement. A comparison using the nested models showed that the 
five-correlated factor model was a moderate fit to the data. However, correlations between 
dimensions indicated that all five dimensions were not orthogonal. The interest, sign, and 
pleasure dimensions were highly correlated. These three components of enduring 
involvement were three aspects of one empirical dimension. 
High correlations between apparel involvement dimensions and Zaichkowsky's Pll 
showed convergent validity of the apparel involvement measures. Significant correlations 
between apparel involvement dimensions and behavioral consequences indicated criterion 
validity of the involvement measure. 
The two situational treatments, job interview apparel and athletic socks, had 
significantly different impact on apparel involvement. The intended distinction of high-low 
involvement situations was statistically validated. 
Effects of demographic variables on apparel involvement 
Due to the student convenience sampling, the results of demographic influences on 
apparel involvement have limitations in generalizability. However, the results afford some 
interesting insights into apparel involvement as a consumer variable. 
The results of Pearson correlation coefficients indicated that younger students were 
more enduringly involved in apparel products in general. However, older female students 
were more involved in job interview apparel. This finding differs from previous research in 
which age was not related to product involvement (Flyim & Goldsmith. 1993; Zaichkowsky. 
1994). 
Results of two-way ANOVA. taking confounding effects of gender into consideration, 
indicated that there were no significant differences in apparel involvement in general among 
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students with different class standings. For job interview apparel and athletic socks, some 
differences across class levels were found. 
Employment did not have significant impact on apparel involvement. This result was 
consistent with Slama and Tashchian's (1985) study that employment was not a significant 
predictor of involvement. However, there was a significant impact of respondents' job type 
on involvement in general apparel. Respondents who held sales related jobs were more 
involved in interest and pleasure dimensions of apparel involvement. Respondents who had 
office related jobs were more involved in the risk importance dimension of apparel 
involvement. No significant difference was found for the sign dimension of apparel 
involvement. Involvement in job interview apparel was not significantly related to job types, 
hiterestingly. respondents who worked in labs were more involved in interest, sign, pleasure, 
and risk probability dimensions of athletic socks. 
Respondents who were majoring in social science and humanities disciplines were 
significantly high in interest, sign, and pleasure aspects of enduring involvemen'. In addition, 
they were more involved in pleasure dimensions of job inter\'iew apparel involvement. 
Physical and biological science majors were more involved in the pleasure, risk importance, 
and risk probability dimensions of athletic socks. 
Gender was a significant predictor of level of involvement. Female respondents were 
significantly more involved in all five dimensions of apparel involvement. Also, female 
respondents were more involved in sign, pleasure, risk importance, and risk probabilit\' 
dimensions of job interview apparel. Male respondents perceived athletic socks as having 
more risk involved in making a purchase decision than did women. The gender differences 
were consistent udth previous research in which female respondents were more involved in 
apparel than were men (Browne & Kaldenberg. 1997; Tigert et al.. 1976). 
Enduring involvement was operationalized as interest, sign, and pleasure dimensions 
of involvement in general apparel. Table 5.1 summarized the results of demographic effects 
on enduring apparel involvement. Overall, age. job type, major, and gender were significant 
predictors of enduring apparel involvement. 
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Table 5.1. Summary of the effect of demographic characteristics on enduring involvement 
Demographic characteristics of more endxmngly involved respondents 
Younger 
Female 
Social science and humanities majors 
Sales relate jobs 
Testing of the casual model 
Four different behavioral consequences were tested. There were two treatments for 
situational involvement (high/low), resulting in a total of eight casual models tested by a 
maximum-likelihood estimation procedure using LISREL VII (Joreskog & Sorbom. 1989). 
For each model, a covariance matrix was the input data. Indicators of models were indices of 
three dimensions of enduring involvement, indices of five dimensions of situational 
involvement, and a single indicator of behavioral consequence. Two measurement errors 
between sign dimensions of enduring and situational involvement and between pleasure 
dimensions of enduring and situational involvement were taken into consideration. 
All eight models showed moderate goodness of fit indices (GFI > .96. .A.GF1 > .92). 
indicating that the hypothesized model is a good tit to the data. All factor loadings in the 
measurement model were significant (/ > 2.00). indicating that the measurement model 
adequately represented the observed variables. 
Three structural paths were tested for each model. Overall, the path from enduring 
involvement to situational involvement was significant when the treatment was job interv iew 
apparel. Indeed, the effect of enduring involvement on situational involvement hypothesized 
by Burton and Netemeyer (1992) was only present when the product invoked a high 
situational involvement. The paths from situational involvement to behavioral consequences 
were significant in all eight models. This result was consistent with a number of studies that 
adopted the S-O-R paradigm of involvement (Arora, 1982; Burton & Netemeyer. 1992; 
Slama & Tashchian. 1987). The relationship between situational involvement and 
behavioral consequences was stronger for models of athletic socks. 
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The paths from enduring involvement to behavioral consequences were not 
significant in all eight models. This differs from Burton and Netemeyer's (1992) results that 
enduring involvement has a significant direct effect on behavioral consequences. However, 
according to the decomposition of effects, significant indirect effects from enduring 
involvement to behavioral consequences were e.xamined for models of job interview apparel. 
When the product invoked a high situational involvement, there was a significant indirect 
effect of enduring involvement on behavioral consequences mediated by situational 
involvement. 
Based on the correlation suaicture among apparel involvement dimensions and factor 
loading structures in the theorized model, a post hoc modeling procedure was employed. The 
alternative model had two latent variables of situational involvement: One variable with 
interest, sign, and pleasure as indices and another with risk importance and risk probability as 
indices. 
All eight alternative models showed significant improvement in c/z/'-square statistics 
over the theoretical model. However, the difference was not dramatic. By employing 
alternative modeling, it was concluded that the theorized S-O-R model of apparel 
involvement was a good representation of the data. 
The alternative modeling provided additional findings. Among the four behavioral 
consequences, shopping frequencies were predicted by situational product specific 
involvement (with interest, sign, and pleasure as indices), whereas time spent for information, 
store visitation, and extensive comparison were predicted by situational risk involvement 
(with risk importance and risk probability as indices). 
Simultaneous group analysis 
The gender differences related to apparel involvement were assessed by simultaneous 
group analysis using LISREL. This method tested the difference of associations between the 
two gender groups whereas the r-tests showed mean differences between men and women. 
The covariance structures were significantly different between men and women when the 
situational involvement product was athletic socks. The results were similar to Kim et al.'s 
(2000) finding that enduring involvement was a significant predictor of product attribute 
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beliefs only for male respondents and not for female respondents when the product was low 
involving (T-shirts). 
Even though women were more involved m job interview clothing than were men. the 
relationships among variables in the models of job interview apparel were similar between 
men and women. However, even though men and women exhibited similar responses to the 
low involvement product of athletic socks, the models showed different relationships among 
variables. For men. enduring involvement had significant influence on situational 
involvement in athletic socks. 
Women are socialized to be more enduringly involved in apparel and fashion: higher 
enduring involvement in apparel products is one of the principal characteristics of female 
consumers (Browne & Kaldenberg. 1997; Kaiser & Chandler. 1984: Tigert et al.. 1976). 
While female gender role tends to generate higher levels of enduring involvement, enduring 
apparel involvement does not have any impact on low involvement situations and was only 
significant for high involvement situations. On the other hand, male gender role does not 
diminish the influence of enduring apparel involvement on specific apparel type involvement 
such as athletic socks regardless of the levels of situational involvement. Athletic socks are 
more relevant to men's roles because they are traditionally socialized to sports. 
Conclusions 
Rothschild (1984) stated that involvement research had problems due to too much 
theorizing and too little data collection. Few efforts have been made to conceptualize apparel 
involvement. This study incorporated three major theorizations of involvement: I) Kapferer 
and Laurent's (1985) distinction of different dimensions. 2) Richins and Bloch's (1986) 
conceptualization of enduring and situational involvement, and (3) Houston and Rothschild's 
(1978) S-O-R paradigm of involvement. An outcome of conceptualization was the theorized 
model of apparel involvement. The measurement model incorporated Kapferer and Laurent's 
dimensionality, and the operationalization of constructs adopted Richins and Bloch's 
concepts. The structural paths were based on the S-O-R paradigm of involvement. The 
empirical results indicated that the theorized model was a successful conceptualization. By 
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comparing the theorized model with an alternative data-driven model, the acceptability of the 
theorized model was strengthened. 
The results of two treatments of situational involvement indicated that apparel 
products with different end uses differ in how consumers become involved with the products 
in the apparel consumption process. Situational involvement positively predicted behavioral 
consequences, indicating that in order to explain specific behavior, situational involvement 
specific to the product must be considered. The role of enduring apparel involvement on 
behavioral consequences differs according to the specific products that invoke situational 
involvement. Enduring involvement had a direct influence on situational involvement and 
had a significant indirect influence on behavioral consequences when the product employed 
invokes high situational involvement. For a product that invokes low situational 
involvement, enduring apparel involvement played no role in situational involvement or 
behavioral consequences. However, results might vary across different gender groups. For 
men. enduring apparel involvement had a significant impact on low situational involvement. 
Previous empirical research of involvement examined numerous behavioral variables 
as consequences of involvement. However, not many empirical reports are available on 
demographic influences on product involvement. .Although the respondents in the current 
study were limited to college students, results mdicated significant demographic influences 
on involvement. Respondent's age, class standing, job type, academic major, and gender had 
significant influence on apparel involvement. 
Contributions of the Study 
This study contributes to an understanding of product involvement. The causal 
modeling provided theoretical insight into apparel involvement. The multi-dimensional 
approach was appropriate for apparel products that tend to be complex in nature. In addition, 
this study found that types of involvement (enduring/situational) as well as levels of 
involvement (high/'low) must be considered. By distinguishing situational involvement from 
enduring involvement, the static characteristics and the temporal characteristics of 
involvement could be examined. The siuiational ureatments in this study were two specific 
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products. Richins and Bloch (1986) stated that most of the attempts to manipulate situational 
involvement were uncertain in validity due to the experimental situation. This study 
provided an alternative manipulation of situational involvement by using products that differ 
in invoking situational involvement. 
The apparel involvement scale, refined from previous measures, is an attempt to 
create a product specific measure of involvement. By validating the scale, this study 
significantly facilitates empirical work on apparel involvement. The multidimensional nature 
of the scale enables researchers to do an in-depth exploration of involvement. In addition, 
due to the extremely high correlations among interest, sign, and pleasure aspects of general 
apparel involvement, the enduring apparel involvement scale also may be used as a 
unidimensional scale (Table 5.2). This may be a good alternative measure to Zaichkowsky's 
PIl. 
The results of the simultaneous group analysis implied that the causal structures as 
well as the mean differences should be taken into consideration for gender comparisons of 
involvement. In some situations, especially when the product is low involving, no gender 
difference may be found but significant gender difference of variable associations may be 
present. 
Implications 
Application of the findings will help marketers, merchandisers, retailers, and product 
developers to have better understanding of how apparel involvement relates to apparel 
consumption situations and who are involved consumers. The causal modeling provides a 
better picture of how involvement as a person characteristic relates to temporal involvement 
in situations and behaviors. 
One implication of this study to the industry is the importance of enduring apparel 
involvement. Enduring involvement in apparel in general was positively related to shopping 
frequency, time spent searching for information, store visitation, and extensive comparison 
before making choices. Involved consumers are relevant consumer groups for target 
marketing because they are likely to shop more often. In addition, they are very imponant 
I l l  
Table 5.2. Enduring apparel involvement scale 
Clothes are very important to me. 
The way I look in my clothes is important to me. 
I rate clothing as being of the highest importance to me personally 
I have a strong interest in clothing. 
Clothing helps me express who I am. 
Having fashionable clothing is important to me. 
My choice of clothing is very relevant to my self-image. 
I have more self-confidence when I wear my best clothes. 
Clothing I wear allows others to see me as I would ideally like them to see me. 
Certain clothes make me feel more sure of myself 
I like to shop for clothes. 
1 enjoy experimenting with colors in clothing. 
I enjoy the design aspects of clothing. 
I caretlilly plan the accessories that I wear with my clothing. 
1 enjoy buying clothes for myself. 
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agents because they are good sources of market information and product knowledge for other 
consumers. They are likely to be opinion leaders and innovators (Bloch. 1986). Marketers 
should attract these consumers with advertisements that provide more information about 
apparel products. The information provided must emphasize the symbolic and hedonic 
characteristics of apparel. For these consumers, in store display may be more imponant than 
store personnel. Direct marketing through catalogs or the internet may be better ways to 
appeal these consumer groups because these consumers are information oriented. Retailers 
should keep up-to-date merchandise on the shelf because highly involved consumers may 
well know and want the latest fashion products. 
For better understanding of who are the enduringly involved consumers of apparel 
products, marketers need to know the socio-demographic characteristics of more enduringly 
involved consumer groups. They may be younger, possess certain types of jobs, have 
received social science and humanities education background, and are likely to be female. 
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Although these findings are not generated from a representative sampling of consumers, this 
study benefits the industry by recognizing the existence of various demographic differences 
of apparel involvement. 
One of the important findings of this study was the difference of situational 
involvement between different types of apparel products. .Although apparel in general is 
considered to evoke high levels of enduring involvement due to its symbolic and hedonic 
characteristics, level of situational involvement may vary. For apparel products that are 
related to high situational risk, a more information based approach needs to be established. 
Consumers put extensive efforts to get information when they need to reduce the perceived 
situational risk of the product. In addition, results of causal modeling indicated that 
consiuners who are involved in products that are more related to important situations such as 
job interviews are more enduringly involved in general apparel, too. Therefore, providing 
more general apparel related information to consumers may be effective. 
On the other hand, for some apparel products that invoke lower levels of situational 
involvement, consumers may be bored by in-depth information about the products. 
Description of the products as well as in-store or catalog display need to be as simple as 
possible. For example, for athletic socks, providing information on name. size, fiber content, 
and price will be enough. However, gender differences need to be considered, too. For men. 
emphasizing more enduring characteristics of apparel in general may be an effective 
marketing strategy even for a low situational involvement product. For example, they may 
want sports performance information to help choose a brand. 
Limitations 
The results of this study should be evaluated in respect to certain limitations. First, 
the respondents were limited to college students. The findings of demographic effects on 
apparel involvement cannot be generalized to other consumer groups. 
Second, another sampling problem may be due to the respondents" origins. In order 
to reduce the impact of convenience sampling, data were collected from four different 
universities. However, data from more men and physical and biological science majors were 
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collected from a University on the west coast, whereas data from more women and social 
science and humanities majors were collected from the other regions. The regional effects 
may confound demographic influences. 
Third, problems with measuring risk dimensions were recognized by several 
respondents. They mentioned that when they were dissatisfied with clothing, they could 
simply return it. This reduces their perception of risk and its importance. The Kapferer and 
Laurent's (1985) CIP was first developed in Europe, where retuming merchandise is less 
common and more stressful. For U.S. consumers, return policies significantly reduce the 
risk. Thus, even more involved consumers may not recognize risk importance or risk 
probability dimensions of apparel involvement. 
Fourth, there was a problem of indifferent respondents. The survey questionnaire was 
formatted with 7-point scales of strongly disagree (1) to strongly agree (7). The choice of 
"neutrar"(4) was placed in the middle, differentiating indifferent respondents from 
uninvolved respondents. Even though the description on the scaling was presented at the 
beginning, there were a number of respondents who marked "neutral" for all questionnaire 
items of athletic socks. People who are indifferent in the topic (perhaps better categorized as 
uninvolved) may tend to mark "neutral", which has a numerical value of 4 for statistical 
analysis. 
Fifth, the type of jobs students held may not necessarily reflect the characteristics of 
individuals with careers in those job fields or values associated with the jobs, as most of the 
students worked only part-time and mostly for financial purposes. Asking the t\pe of job 
they want to pursue as a career might produce more significant results. 
Recommendations for Future Study 
The apparel involvement scale must be tested on other consumer groups and across 
diverse apparel product categories for generalizability. The items must be further refined, 
especially items measuring risk-related dimensions which may include the possibility of 
returns and more performance-related risks, hi addition, more apparel specific risks could be 
examined, such as fashion risk defined as "the additional uncertainty that a consumer receives 
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when involved in a choice situation concerning a fashion good, over and above the 
uncertainty perceived when choosing a good that is not subject to fashion" (Winaker. Carton. 
& Wolins. 1980, p.48). 
Slama and Tashchian (1985) conducted detailed exploration of socio-economic and 
demographic characteristics related to consumers" purchase involvement. A similar study is 
needed for the enduring apparel involvement construct. Although this study included only a 
limited number of demographic questions due to the student sampling, results indicated 
potential relationships between certain demographic characteristics and enduring apparel 
involvement. In depth exploration of socio-economic and demographic characteristics 
related to enduring apparel involvement should be conducted. 
Consumers who are highly involved in apparel do not necessarily exhibit high 
involvement in specific products that are related to certain situations. Clustering consumers 
by levels of enduring involvement and situational involvement may contribute to the 
understanding of whether consumer groups with varying levels of enduring involvement and 
situational involvement exist in the market place. Presenting a profile of demographic and 
other consumer variables of each consumer cluster will help marketers to understand target 
groups. 
This study took a microscopic perspective for in-depth examination of the 
involvement construct. The role of product involvement in the bigger picture of consumer 
behavior should be examined further. For example, how enduring and situational 
involvement shape consumers' acceptance of internet technology for apparel shopping and 
information acquisition may be beneficial. 
Finally, cultural differences in apparel involvement need to be examined. 
Zaichkowsky and Sood (1988) reported that there were differences of PII scores across 
various countries. Several researchers who studied dimensionality of CIP posited that 
cultural differences played a significant role (Kapferer & Laurent. 1993; Rodgers & 
Schneider, 1993). The dimensional structure of apparel involvement as well as causal 
modeling may result in different findings in other cultures. 
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IOWA STATE UNIVERSITY 
O F  S C I E N C E  A N D  T E C H N O L O G Y  
College of Family & Consumer Sciences 
Department of Textiles and Clothiung 
1052 LeBaron Hall 
•Ames, Iowa 50011 -1120 t S A 
TEL. 515-294-2629 
F.AX. 51 5-2'J4-6.?64 
You are invited to participate in a study of consumer interest in apparel products. The purpose 
of this study is to increase understanding of how consumers become involved with apparel. 
The findings also will improve measures used in future research of consumer behavior toward 
apparel. 
You were selected to participate in this study because you are an undergraduate student at a 
university. You are one of about 300 students invited to take part in this study. 
It will take approximately 20 minutes or less to complete the questionnaire. No personal 
identifiers will be used in the data collection procedure. All the questionnaires will be coded by 
numbers for analytical purpose only, .'^ny information that is obtained in connection with this 
study and that can be identified with you will remain completely confidential. Once data has 
been collected, there is no way to link details back to a specific individual. The data collector 
will separate consent forms from questionnaires so that no connection between names and 
responses can be made. 
Your decision whether or not to participate will not prejudice your present or future relations 
with the university or the instructor and will not negatively affect your grade in this class. If 
you decided to participate, you are free to discontinue participation at any time. 
If you have any questions, please e-mail Kyu-Hye Lee. Department of Textiles and Clothing. 
Iowa State University (kvuhve@hotmail.com). You may detach this upper portion of the 
consent form to keep for information. Please hand in your signature below to the instruaor of 
this class. 
Please sign below if you are willing to participate in this study. Your signature indicates 
that you have read the information provided above and have decided to participate. You 
may withdraw at any dme without prejudice after signing this form. Thank you for your 
willingness to help! 
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IOWA STATE UNIVERSITY 
O F  S C I E N C E  A N D  T E C H N O L O G Y  
CuUege or Family & Cunsunier Sciences 
Department ot'Textiles and Clothiung 
1052 LeBaron Hall 
-Ames. Iowa 50011-1120 L SA 
TEL: 515-294-2629. F.-VX. 515-294-6364 
You are invited to participate in a study of consumer interest in apparel products. The purpose of this 
study is CO increase understanding of huw consumers bccomc involved with apparel. Tlie findings alsu 
will improve measures used in future research of consumer behavior toward apparel. 
You were selected to participate in this study because you are an undergraduate student at a uni\ ersit\ 
You are one of about 300 students invited to take part in this study. 
It will take approximately 20 minutes or less to complete the questionnaire. No personal identifiers will 
be used in the data collection procedure. All the questionnaires will be coded b\ numbers for anaKtical 
purpose only. Any information that is obtained in connection with this study and that can be identified 
w ith you will remain completely confidential. Once data has been collected, there is no way to link details 
back to a specific individual. The data collector will separate consent forms fi-om questionnaires so that 
no connection between names and responses can be made. Your questionnaire will be destroyed once 
your responses have been tallied. 
Your decision whether or not to participate will not prejudice your present or future relations with die 
universitv' or the instructor and will not negativeK' affect your grade in this class. If you decided to 
participate. \ou are free to discontinue participation at an\ time. 
If you have any questions, please e-mail Kyu-Hye Lee. Department of Textiles and Clothing. Iowa State 
Universitv- at kvuhve a hotmail.com or (H) 541-753-2324. If no one is available w hen you call, please 
leave a message. 
You may detach this upper portion of the consent form to keep for information. Please hand in > our 
signature below to the instructor of this class. 
Thank you for your help. We appreciate your cooperation. 
Please sign below if you are willing to participate in this study. Your signature indicates that >ou ha\e 
read the information provided above and have decided to participate. You may withdraw at any time 
without prejudice after signing this form. Thank you for your willingness to help! 
Sincerely. 
MarA Lynn Damhorst 
Associate Profiesor 
Iowa State Universin-
K\Ti-Hye Lee 
Graduate Student 
Iowa State Universitv 
Signature Date i i 
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INFORMED CONSENT FORM 
You are invited to participate in a study of consumer interest in apparel products. The purpose of this 
study is to increase understanding of how consumers become involved with apparel. Your answers will 
enhance understanding of consumers' interest in the apparel product categor\-. The findings also will 
improve measures used in future research of consumer behavior tow ard apparel. 
You were selected to participate in this study because you are an undergraduate student at a universit> 
You are one of about 300 students invited to take part in this stud\'. 
I'his exercise is estimated to take about 2U minutes or less. No personal identifiers w ill be used in die data 
collection procedure. All the questionnaires will be coded by numbers for analytical purpose only, .-^ny 
information that is obtained in connection with this study and that can be identified with you will remain 
completely confidential. Once data has been collected, there is no way to link details back to a specific 
individual. The data collector will separate consent forms fi-om questionnaires so that no cormcction 
between names and responses can be made. Your questionnaire will be destros ed once \ our responses 
have been tallied. 
There are no risks or discomforts involved in this study. Your decision whether or not to participate 
will not prejudice your present or ftiture relations with the university or the instructor and will not 
negatively affect your grade in this class. After you have decided to participate, you are free to 
discontinue participation at any time. 
For questions about the project, please contact Dr. Hye-Shin Kim. [f you have any questions 
about your rights in participating in this study, contact Dr. T. W. Fraser Russell. 
Dr. Hye-Shin Kim 
Assistant Professor 
Department of Consumer Studies 
Universit\' of Delaware 
(302) 831-8549 
hskimifludeL.edu. 
Dr. T. W. Fraser Russell 
Human Subject Review Board Chairman 
Vice Provost for Research 
University of Delaware 
(302) 831-2136 
Please sign below if you are willing to participate in this study. Your signature indicates 
that you have read the information provided above and have decided to participate. You 
may withdraw at any time without prejudice after signing this form. Thank you for your 
willingness to help! 
Si^iatiire Date / i 
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IOWA STATE UNIVERSITY 
O F  S C I E N C E  A N D  T E C H N O L O G Y  
College of Family & Cunsunier Sciences 
Department ofTexliles and Clothiung 
1052 LeBaron Hall 
-Ames, Iowa 50011 -112U IS A 
TEL; 515-294-2629. F.W 515-294.().lM 
i'Lite. Apr:i !. lO'/i) 
Informed Consent 
Antecedents and Consequences of Apparel Involvement 
Introduction/ Purpose 
K\-u-Hye Lee. a graduate student in the Department of Textiles and Clothing at Iowa State 
UniversitN'. and professor Soyoung Kim in the Department of Human En\ ironments at Utah State 
Universit\- are conducting a research study to find out more about consumer interest in apparel 
product. You were selected to participate in this study because you are an undergraduate student at a 
university. You are one of about 100 students invited to take part at this site. The purpose of this study 
is to increase understanding of how consumers become involved with apparel. The findings w ill 
improve measures used in fiiture research of consumer behavior toward apparel. 
Procedure 
If you agree to be 1 this study, after getting signature on this consent form, the mstructor w ill 
provide with a questionnaire. It will take approximately 20 minutes or less to complete the 
questionnaire. 
New Findings 
During the course of this study, you will be informed of ans- significant new findings, such as 
changes in the risks or benefits resulting fi-om participation in this research, or new altematu es to 
participation which might cause you to change your mind about continuing in this study. If new 
information is provided to you, your consent to you. your consent to continue participating in this 
study will be re-obtained. 
Risks/benefits 
There are no considerable benefits or risks associated with this study. No physical and mental 
discomforts are expected to occur. You may discontinue participation an>time dunng answ ering 
questions if they perceive any t\pe of discomfort. 
Explanation A offer to answer Questions 
Professor Kim has explained this study to you and answered your questions. If you hav e any 
other questions or research-related problems, you may reach Kvoi-Hye Lee at kvuhve a hotmail.com. 
Voluntary nature of participation and right to withdraw without consequences 
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Participation in this research is entirely voluntary-. Your decision whether or not to participate 
will not prejudice your present or future relations with the universit\' or the instructor and will not 
negatively affect your grade ui this class. If you decided to participate, you are free to discontinue 
participation at any time. 
Confidentiality 
No personal identifiers will be used in the data collection procedure. .AJl the questionnaires w ill 
be coded by numbers for analytical purpose only. Any information that is obtained in connection w ith 
this studv and that can be identified with vou will remain completely confidential. Once data has been 
collected, there is no way to link details back to a specific individual. The data collector will separate 
consent forms from questionnaires so that no connection between names and responses can be made. 
Your questionnaire will be destroyed once your responses have been tallied. 
IRB Approval Statement 
The Institutional Review Board (IRB) for the protection of human subjects at Utah State 
University' has reviewed and approved this research project. 
Copy of consent 
You have been given two copies of this Informed Consent. Please sign both copies and retain 
one copy for your files. 
Investigator Statement 
"I certify that the research study has been explained to the individual, by me or my research 
staff, and that the individual understands the nature and purpose, the possible risks and benefits 
associated with taking part in this research study. Any questions that have been raised, have been 
answered. " 
Signature of PI & student 
Please sign below if you are wilhng to participate in this study. Your signature indicates that you hav e 
read the information provided above and have decided to participate. You may withdraw at any time 
without prejudice after signing this form. Thank you for your willingness to help! 
Soyoung Kim 
Principal Investigator 
797-1554 
Kyu-Hye Lee 
Student researcher 
541-753-2324 
Signature Date / / 
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SECTION ONE 
Directions; We are interested in finding out the extent to which you agree or disagree that each of the 
following statements is characteristic of you. After each statement there Is a set of possible 
responses ranging from 1-7. 
1 2 3 4 5 6 7 
Strongly Disagree Slightly Uncertain or Slightly .\gree Strongly 
Disagree Disagree Neutral .\gree .A.gree 
Please read each of the statements and then circle the response which best represents 
your immediate reaction to the opinion expressed. 
01 Clothes are ver\ imporUint to me 
•r — 
1 2 > > 
'7. < 
02 I like to shop tor clothes. 1 2 > h " : 
03 Clothing helps me express who I am. 1 2 3 n " 1 1 
04 
If clothmg 1 bought did not perform well. I'd be really 
dissatisfied with the clothing. 1 2 3 > 
„ 1 
" i 
05 I enjoy expenmenting w ith colors in clothing. 1 2 3 5 0 " ; 
06 
Making a bad choice is something 1 wony about when 
shopping for apparel. 1 2 3 5 f) 7 ! 
07 Ha\ing fashionable clothing is important to me. 1 2 3 n " ; 
08 1 enjoy the design aspects of clothing. 1 2 3 > r> ^ • 
09 The w ay I look in my clothes is important to me. 1 2 .> 4 5 fi " 
10 
1 have a lot to lose if 1 purchase something I don t like to 
wear. 1 2 3 n 
11 
I rate clothing as being of the highest importance to me 
personally. 1 2 J 4 5 fi ~ 
12 
If clothing I purchase does not have the quality-1 expect. 1 
am upset. 1 2 3 
•> r> 
13 
I caretiilly plan the accessories that 1 wear with my 
clothing. I 2 3 > n -1 
14 [ have a strong interest in clothing. I 2 3 > 0 " 1 
15 My choice of clothing is very relevant to my self image. 1 2 3 5 
1 
0 - ! 
1 
16 Choosing clothes is rather complicated. 1 2 3 5 0 
17 I have more self contldence when 1 wear my best clothes. 1 2 3 5 
i 
-1 
IS I enjoy buying clothes for myself 1 2 3 5 
" " ! 
19 
Clothing 1 wear allow s others to see me as I would ideally 
like them to see me. 1 2 3 5 
1 
6 " ! 
20 
When I bii\' clothing, I am never quite sure if I made the 
right choice or not. 1 2 3 5 tj ? i 
1 
123 
21 
I don" t usually get overly concerned about selecting 
clothes. 1 2 3 4 5 6 7 
*> 
If, after 1 bought clothing, my choices proved to be poor. 1 
would be really armoyed. I 2 3 4 5 " 
23 The way my clothes feel on my body is important to me. 1 2 3 4 5 " 
24 Certain clothes make me feel more sure of myself. 1 2 3 4 5 6 " 
It IS not a big deal if I make a mistake when purchasing 
clothes. 1 2 3 4 5 fi " 
Directions: Please, indicate your feelings about clothing on the following series of descriptive scales. 
For each word pair, circle the x that best describes your feelings about clothing. 
To me clothing is: 
26 Important X X X X X X X Unimportant 
27 Boring X X X X X X X Interesting 
28 Relevant X X X X X X X Irrelevant 
29 Exciting X X X X X X X Unexciting 
30 Means nothing to me X X X X X X X Means a lot to me 
31 .-Appealing X X X X X X X Unappealing 
32 Fascinating X X X X X X X Mundane 
J J) Worthless X X X X X X X Valuable 
34 Involving X X X X X X X Not involvmg 
35 Not needed X X X X X X X Needed 
36. How often do you shop for clothes? 
1 1 )  N e v e r  
1 2 1  O n c e  o r  t w i c e  a  y e a r  
(3 ) Once ever>' few months 
(4 ) Ever> month 
(5 ) At least once a week 
(6 ) More than once a week 
37. How much time do you spend in searching for clothes? 
Ven' Little Verv Much 
Time Time 
1 2 3 4 5 6 7 
38. When buying clothes. I visit a lot of stores. 
Strongly Strongly 
Disagree Aaree 
Tl 3 4 5 6 ' 7 
39. When buying clothes. I look at or try on a lot of garments before 1 make a choice. 
Strongly Strongly 
Disagree Aaree 
Tl 3 4 5 6 ~ 7 
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SECTION TWO: Job Interview Clothing 
Directions: Imagine a situation in which you are buying clothing for iob interviews. Indicate the extent 
which you agree or disagree with how well each statennent describes you. For each item listed below, circle 
a number between 1 and 7. H -= •? 
Z y. < 
01 
- — - • • 
Job interview clothing is ver>' important to me. I 2 3 4 5 0 ^ 
02 i like to shop for job mier% iew cloihing. 1 2 3 4 5 0 " 
03 Job interv iew clothmg helps me express vsho I am. 1 2 3 4 5 0 7 
04 
If the job interview clothing I bought did not perform well, I'd 
be really dissatisfied with the clothing. 1 2 3 4 5 6 7 
05 1 enjoy experimenting with colors in job interview clothing. 1 2 3 4 5 0 
06 
Makmg a bad choice is something [ worry about when 
shopping for job interview clothing. I 2 3 4 5 rt ^ 
07 Having tashionable job interview clothing is important to me. 1 2 3 4 5 r> " 
08 I enjoy the design aspects of job interview clothmg. 1  2  3  4  5  0 " *  
09 
The way I look in my job interview clothing is important to 
me. 
1 2 3 4 5 r> " 
10 
I have a lot to lose if I purchase job interview clothing I don t 
like to wear. 1 2 3 4 5 " 
11 
1 rate job interview clothing as being of the highest importance 
to me personally 1 2 > 4 5 f) ^ 
12 
If the job interv iew clothing 1 purchase does not have the 
quality [ expect, 1 am upset. I 2 3 4 5 fi 7 
13 
1 caretiilly plan the accessories that I wear with my job 
interview clothing. 1 2 3 4 5 n 7 
14 1 have a strong interest in job interview clothing. 1 2 3 4 5 6 "* 
15 
My choice of job interview clothmg is very relevant to my self 
image. 1 2 3 4 5 0 7 
1 
16 Choosing job interview clothing is rather complicated. 1 2 3 4 5 " 
17 
I have more self confidence when I wear my best job interview-
clothing. I 2 3 4 5 0 " 
18 I enjoy buying job interview clothing for myself 1 2 3 4 5 0 " 
19 
Job interview clothing allows others to see me as [ would 
ideallv like them to see me. 1 2 3 4 5 0 7 
20 
When I buy job interview clothing. I am never quite sure if I 
made the ri^t choice or not. I 2 3 4 5 0 
21 
1 don't usually get overly concerned about selectmg job 
interview clothing. 1 2 3 4 5 0 " 
22 
If, after I bought job interview clothing, my choices proved to 
be poor. I would be really annoyed. I 2 3 4 5 6 7 
23 
The way job interview clothing feels on my body is important 
to me. I 2 3 4 5 6 7 
24 
Certain job interview clothing makes me feel more sure of 
mvself. 1 2 3 4 5 6 7 
25 
It is not a big deal if I make a mistake when purchasing job 
interview clothing. 1 2 3 4 5 6 7 
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Directions: Please, indicate your feelings about lob interview clothino on the following series of descriptive 
scales. For each word pair, circle the x that best describes your feelings about lob Interview 
clothing. 
To me job interview clothing is; 
26 Important X X X X X X X Unimportant 
27 Boring X X X X X X X Interesting 
28 Relevant X X X X X X V /\ 
29 E.xciting X X X X X X X Une.\citing 
30 Means nothing to me X X X X X X X •Means a lot to me 
31 Appealing X X X X X X X Unappealing 
32 Fascinating X X X X X X X Mundane 
Worthless X X X X X X X Valuable 
34 Involving X X X X X X X Not involving 
•55 Not needed X X X X X X X Needed 
36. How often do you shop for job inter\ iew clothing? 
(1 ) Never 
(2 ) Once or twice a year 
(3 ) Once every few months 
(4 ) Every month 
(5 ) At least once a week 
(6 ) More than once a week 
37 How much time w ould you spend searching for job interview clothing? 
Very Little Very Much 
Time Time 
1 2 3 4 5 6 7 
38. When buying job interv iew clothing. I would visit a lot of stores. 
Strongly Strongly 
Disagree .\gree 
1 2 3 4 5 6 7 
39. When bu\ing job interview clothing. I would look at or try on a lot of garments before I make a choice. 
Strongly Strongly 
Disagree Agree 
1 2 3 4 5 6 7 
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SECTION THREE: Athletic Socks 
Directions: Imagine a situation in which you are buying athletic socks. Indicate the extent which you 
agree or disagree with how well each statement describes you. For each item listed below, circle a number 
between 1 and 7. ir u — i: 
I B f ;j 
01 .A.thleUc .socks are important to me. 1 3 4 5 A 7 
u2 I like tu sllup tur atlllcUv. 3Ui.k.:>. i 
-
3 4 n -
03 Athletic socks help me express who I am. 1 3 4 5 6 •7 
04 
It" the athletic socks [ bought did not perform well. I'd be 
reallv dissatisfied with the socks. 1 3 4 5 fi 
05 I enjoy experimenting with colors in athletic .socks. 1 3 4 5 6 T 
06 
Making a bad choice is something I \sorr\ about u hen 
shoppmg for athletic socks. > 4 5 l> 7 
07 HaMHg fashionable athletic socks is important to me. 1 3 4 5 6 7 
08 I enjoy the design aspects of athletic socks. 1 •> 3 4 5 6 
' 
09 The way I look in my athletic socks is important to me. 1 3 4 5 6 7 
10 
1 have a lot to lose if I purchase athletic socks I don't like to 
wear. 1 3 4 5 6 
-T 
11 
I rate athletic socks as being of the highest importance to 
me personally. 1 
•> 3 4 5 6 7 
12 
If the athletic socks I purchase do not have the qualitv' I 
e.xpect. I am upset. 1 2 3 4 5 6 7 
13 
1 careftilly plan the accessories that I wear with my athletic 
socks. 1 
> 3 4 5 6 7 
14 I have a strong interest in athletic socks. 1 2 3 4 5 6 7 
15 
My choice of athletic socks is ver\ relevant to my self 
image. 1 
•> 3 4 5 (. -
16 Choosing athletic socks is rather complicated. 1 •y 3 4 5 6 7 
17 
I have more self confidence when I wear my best athletic 
socks. 1 3 4 5 6 7 
18 I enjoy buying athletic socks for myself I 2 3 4 5 6 7 
19 
Athletic socks allow others to see me as I would ideally like 
them to see me. 1 3 4 5 6 7 
20 
When I buy athletic socks. I am never quite sure if I made 
the right choice or noL 1 
•> 3 4 5 6 
' 
21 
I don't usually get overly concerned about selecting 
athletic socks. 1 4 5 6 7 
22 
If, after t bought athletic socks, my choices proved to be 
poor, I w ould be really annoyed. 1 2 3 4 5 6 7 
23 The way athletic socks feel on my body is important to me. I 2 3 4 5 6 7 
' 
24 Certain athletic socks make me feel more sure of myself I 2 3 4 5 6 7 
25 
It is not a big deal if I make a mistake when purchasing 
athletic socks. 1 2 3 4 5 6 7 
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Directions: Please, indicate your feelings about athletic socks on the following series of descriptive scales. 
For each word pair, circle the x that best describes your feelings about athletic socks. 
To me athletic socks are: 
26 Important X X X X X X X Unimportant 
27 Boring X X X X X X X Interesting 
28 Relevant X X X X X X V /V Irrelevant 
29 E.xciting X X X X X X X Une.xciting 
30 Means nothing to me X X X X X X X Means a lot to me 
31 Appealing X X X X X X X Unappealing 
32 Fascinating X X X X X X X Mundane 
33 Worthless X X X X X X X Valuable 
34 Involving X X X X X X X Mot involving 
35 Not needed X X X X X X X Needed 
"6 How often do you shop for athletic socks? 
(1 ) Never 
(2 ) Once or twice a year 
(3 ) Once ever\- few months 
(4 ) Ever\ month 
(5 ) At least once a week 
(6 ) More than once a week 
37, How much time do you spend in searching for athletic socks? 
Ver\' Little Ver\ Much 
Time Time 
1  2  3 - 1  5  6  7  
38. When buying athletic socks. 1 visit a lot of stores. 
Strongly Strongly 
Disagree Agree 
12 3 4 5 6 7 
39. When buying athletic socks. I look at or try on a lot of socks before 1 make a choice. 
Strongly Strongly 
Disagree Agree 
1 2 3 4 5 6 7 
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SECTION FOUR 
Direction: The following questions ask for information about yourself. Please answer the 
questions or check the item that best describes you. 
1. What is your age? \ears old 
2. What is your gender? female male 
3 . Are you a US citizen? \es no 
If no. in what country are you a citizen? 
4. What is your class standing? 
(1 ) Freshman 
(2 ) Sophomore 
(3 ) Junior 
(4 ) Senior 
(5 ) Others (please specify ) 
5 What is your major ' 
6. What is \our marital status? 
Married Single 
7. Are you currently employed? 
No 
^Yes 
If\es. what is your emploNment status? 
Part-time employee 
Full-time employee 
Others 
What is your job? 
Thank you for your participation and cooperation. Please use this space for any 
comments you have. 
129 
APPENDIX C: 
HUMAN SUBJECT APPROVALS 
130 
Information for Review of Research Involving Human Subjects 
Iowa State University 
(Please tyoe and use the attachea rstn.cti::ns for conpleting Ui s fo'm) 
L riile cf Pi ciect A.nteL'^Jeiirs .inJ (•"'o-sequtnccf. or'Appo."'.:! In'.Dlvemtnr A Mu.ti .inr;'.'..:.-'.!o l„i 
- 1 agree to provide ihi proper suTveiilance or'this proiect to uvsurs tlu: the riehi.c .ind wcitnre --i :-,- 'nitr>-r, ^i.k -.-tc -.r, 
protected. I uil! repon an> advc: x* reacticns ui :lie commutes Adtliliatw to or cr.anges ;n research pi atiir • 
pro'LCi nas beeii approvid uill be subniiiliii ;o the torr.ir.irtse :r.r revisw I iyi ie to rotf^est ji :cr .1-
pro'cci wr.iinuiiia mote rh.-ji ir.v vear, / 
Kv i-llvc Leu 
•I / 
•'>2. 
nairc or priucifja. 
T;.\l.;ts ;inJ Clcthma 
0>-:'S-2000 
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') CcnfideDlialiiy ol Daia Djscnbc 'aelow tiie inediaJs you will usl; (o c:isure the coniider.t-.aliiy ol" diiii ubtaincd. ( 
it»s3ucticns. iiem9. ) 
Ko personal idunrificrs w.ll be used in the data colIect;on pnicctiure All the quesrionaaires will be coiijtl 
by numbers for analylical purpDsc only Any iritcrmiiion ibat ;s obtained x ccnnection with ihis study 
and 'Jut C3U be ideniilied vmU yemain cunfidcinial. Once da:a has been to'.Ic:tcc, there no way to link 
details back to a specific individual. 
10. V.'hat ri.ik> or Ji.sconi:ort wil! be part of ±e inuiy';' Will siibicc.s in t.-ic- research be pieced a: risk, or mcur d:.'-jomtb;r' 
Dcscnbe any rwkji to the subjects a:id precautions diat wdl be '.akcn to nr.iuriizc thc:ii. ( The concept of risk goes bevoiic 
physical risk and mcludes risks to subiects' dignity and self-respect as well as psychuUigicjl or cirutioral risk See 
insTnictioiis. item 10 ) 
No physical and tr.enlal discumtors are cxpectcd to occur during the caia ecl'^cimii prucL-JurL-. 
PartiL'ipanLs may discontinue part;c;pa[ion ar.y.iiEe diinng urLswcrin^ ques:ions ;t they percer. j jny f.-pe of 
discjmfort. 
11 CITECK .4.[,I. of the following List apply to your resear.-h; 
[~l A. Medica'. clearancc neccssary before ^ub-ccts :a:i participate 
f~l H Adiru:istration of substaiices < foods, ci igs. :ic ) lo 5jbje:t.> 
Q C. PhvMcal c.i!crcisc or conditioning for subjects 
I I D. .Samples iblood. -issue, cfc.) ftorj vubjcrt^ 
O K .AJnir.istralion of inleeuoiis ager.ls or recornbiuant DNA 
[j F. Deception of subjccLs 
(~1 Ci. Subjecis jiuler l-t year;- of age iiidor d SubjALs I- • Iyears of age 
[j H Subjects in insuxuoiis (nursing homes, prisons, ti'c • 
n L Research mu.st be approved by another •.rstitiif.oii nr agency : .Attach ietiers of aDprowil'i 
II you chcckcd any of the items in 11, please complete the following in the space helosv (.r.clude any attachme.nts). 
Items .4-K Describe the procedures aad note the proposed salciy precaunons. 
Items D-t The prir.:ipal investigator should ;ind a copy of this form :o Environireiiial Health .ir.d Safev, . IS 
.•\grjnomy Lab forrcMiw. 
Item F Dcseribc how >ubjccts '.vil'. be Jcecived: jxsnny the d:ception; indicate the dibriefini proccHun:, 
including the timing and ir.fonnanon to be presented lo subjects. 
Item G For siihiecis imdcr ihc a«e of I-, uiiiitatu how infnr:iieii eunscnt will he obtained from parents o: legally 
authorized representatives as '.veil as from i abjects. 
Items H-I Specily ine agency or in>tiluii(:n that itiu.Nt approve t.^c pniject 1: subjects ir. aay oiitsi.le aicnc. uc 
instinjtio.-i ere •.n^ oIved. anprcval iius' be n'l a ned prmi !.i h-ji'.iiir.ir.y i:ir rjM.iti-1, ,iii;i ilit irrce-ji 
•ipprcval ••hould be fi'cd. 
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RESEARCH OFFICE 
m 
March 15. 2000 
The fcl'.owing project has beer, approved for exemption under the guidelines of 
Oregon Stale University's Committee tor the Prctection of Hunxn Su'ojects and 
the U S. Department of Healt.i and Uumaii Services. 
ORtGON 
STATE 
L'MVERSITV 
?12 ^*CTT AJmrn<taiion DuiMmg 
r.-j.-vilii*. Ofcgcn 
^75)1 2140 
T<lcphar.c 
541.73? iOOS 
"ix 
5-il 
lN"r-RNFT 
Liuri-Lmco-nilijrst ciJu 
Pnr.cipal Investigator!s): Marv' Lynn Damhorst 
Student's Name (if any): K.yu-Hye Lc: 
Icwa State Uravcrsiiv 
Antececerts and Consequences of Apparei 
Involvement; A .Vlulti-Auributc Mode! 
Depar.men:. 
Sourcc of Funding: 
Project Title: 
Comments: 
This approval is valid for one year from the date of this letter A copy of thi: 
information will be provided to the Committee for the Protection of Human 
Subjects If questions anse, you may be contacted further. 
Sincerely, 
Laura K. Lmcoln 
LRB Cocrdinaior 
cc: CPUS Chair 
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U N I V E R S I T Y  
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Lc-v111* 
V ' ijv."'jr i.^tr 
IpjuntvC Liii.tcul 
3/21/2000 
ivi c. IVI\J u t J tV; 
70; Soyoung Kim 
fC>'u-Hye Lee 
?ROM: 7n:c Rubx. IRB Administrate 
SUR.IPCT: Antecedents and Conscqucncci ol Apparel Invoivement: A Muiti-atinbute 
Model 
Your proposal has been reviewed by the Instirational Review Board and is approved uncier 
exemption r;2. 
X There is no more than minirr.al risk to the subjects. 
This approval applies only to the proposal currently on file. Any change afiecting hurndn 
subjects must be approved by the Board prior to implen-.cntation. All approved proposals arc 
^iibject to continuing review at least annually, which may include the cx.imir.ntion or" record? 
connccfcd with the project. Iniuriei or any unanticipated probl-jnis involving risk :o subjects or to 
others must be reported immediately to the Chair of the Institutional Review Board. 
Prior to involving human subjects, properly e.xecuted Informed consent must be obtained 
from ciich subject or from an authorized representative, and documentation of informed consent 
muit be kept or. file for at least three years after the project ends. Cach subjcct must be furnished 
with a copy of the informed consent document for their personal records. 
The research activities listed below arc c.xcmpt from IRB review based on the Department of 
Health and Human Services (DHHS) regulations for the protection of human research subjects. 4f 
CFR Part 46. as amended to include provisions of the Federal Policy for the Protection of Human 
Subjects, June IS, 1991. 
2. Research involving the use af educational tests (cognitive, diagnostic, aptitude, achievement), 
survey procedure.s, interv iew procedures or observation of public behavior, unless; (a,i information 
obtained is recorded in such a manner that human subjects can oe idcntitTcJ, diretcly or through tiie 
identifiers linked to the subjects; and (b) any (J:jclcsure of human subjects' respouies outside the 
research could reasonably place the subjects at risk of criminal or civil liability or be caniaging ro 
•he subjects' fmancial standi.ng, employability-, or reputation. 
There is greater than minima! risk to tl:e subjects. 
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A N D  FA M I L Y  ST U D I E S  
'i.ii.r.c.r, ti.- FcU'..\T:ns & P'.'nac Pr'H-
. ' I n A/jrv.--: 
L n i v f - ' i r v  •  t  . ) M  
Jii !'/• !»•». i Ji)*. 
:./4 HT. 
April : 8. 2000 
Dr. Hyc-Sliin Kim 
Coivsutner Studies 
Dear Dr. Kim. 
The Ccmmiitee on the use of K jxnan Subjects in Researcn for ihe Departments of 
Consumer Studies. Individual and Family Studies and Hotel. Restaurant and Institutional 
Management, at the University of Delaware has reviewed and approved your request for an 
Expedited Re\ncw to conduct the research wi± Dr. Kyu-Hye Lee. Icwa State University, titled. 
"Ar.tecedents and Consequences of Apparel fnvolvement: A Multi-attribure Model.Anached's 
your application form which contains the signatures of comniitiee members. 
The approval date of April 18. 2000 is valid tor one year. If your research extends beyond 
April 17. 2001, you must seek a rcncvva! of the project. Approximately six weeks prior to the 
expiration date. yuQ will receive the appropnate form from the University Research Otfice with 
the jistructions for reporting the cumpletion df the project or requesting its continuatkin. P!ea.se 
remember that this approval is for the research as descnbed :n this proposal. An\ change-; n trie 
protocol must be reviewed and approved in advance by this Cotnmittee. 
[ w'isli you success g your researcri endei.'»or. 
iVfarv L6u Liprie, Ph.D., Chair 
Human Subjects Review Committee 
Consumer Studies, Individual and Family Studies and 
Hotel. Restaurant and Instiuitional Management 
cc: TWF Russell 
Sincereiv. 
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APPENDIX D: 
PRETEST ITEMS 
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Table D 1. Apparel involvement items for the pretest 
Subdimensions Items 
Importance Clothes are verv- important to me. 
I rate clothing as being of the highest importance to me personally 
I have a strong interest in clothing. 
For me. clothing does not matter. 
1 don" t usualK get overl\ concerned about selecting clothes. 
Choosing clothing takes a lot of careful thought. 
The way I look in my clothes is miportant to me. 
Pleasiu-e It gives me pleasure to purchase clothing. 
1 enjoy buying clothes for myself. 
1 like to shop for clothes. 
1 generally feel a sentimental attachment to the clothmg 1 own. 
Dressing is one of the most satisiying and enjoy able things I do. 
The way my clothes feel on my body is important to me. 
It's fun to try clothes with different belts and accessories to see how the> look together. 
I carefully plan the accessories that 1 wear with my clothing. 
I enjoy the design aspects of clothing. 
I enjoy experimenting with colors in clothing 
Sign You can tell a lot about a person from the clothing he or she buys. 
What clothes 1 buy sa\ s something about me. 
The clothing 1 bu> reflects the sort of person I am. 
Having fashionable clothing is important to me 
Certain clothes make me feel more sure of my self. 
1 have more self confidence w hen I wear my best clothes. 
1 feel more friendly and outgoing w hen I w ear certain st\ les of clothing. 
Clothing helps me to express my personality. 
Clothing I wear allows others to see me as I would ideally like them to see me. 
My choice of clothing is very relevant to my self image. 
Clothing helps me express who I am. 
I usually dressed to look fashionable. 
It is easier for me to make a good impression if I am well-dressed. 
Risk Importance When I face a rack of clothes. I alw ays feel a bit at a loss to make m> choice. 
When I buy clothing. I am never quite sure if 1 made the nght choice or not. 
Choosing clothes is rather complicated. 
The decision to purchase clothing involves high risk. 
Making a bad choice is something I worr\' about when shoppmg for apparel. 
Risk Probability It is not big deal if I make a mistake when purchasing clothes. 
If. after 1 bought clothing, m\ choices proved to be poor. I w ould be really upset w ith my self. 
I have a lot to lose if 1 purchase something I don't like to wear. 
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APPENDIX E: 
COVARIANCE MATRIXES 
Table E. I, Covariance matrix of 22 apparel involvement items" 
101 109 III 114 S03 S07 S15 S17 819 S24 P()2 P05 l»OX P13 FIX RPIO RP12 RP22 RP25 Rl()6 RI16 RI20 
101 1.623 
109 .9X0 1.472 
111 l.()7X 750 3.021 
114 I.6IX 1.346 1.590 2.%9 
S()3 .972 XI2 .X46 I.34X 1.644 
S07 1 359 1.232 1.357 1.990 1.136 2.565 
815 1.160 l.OfiO 1.359 1.X27 1.0X2 1.504 2 144 
817 .X54 .WX .901 1.207 .792 1.145 1,117 l.66(i 
819 1.076 9XX 1.251 1.465 975 1.394 1443 1.062 2.344 
824 .702 904 615 1.046 .Wi9 .1)46 X91 1 116 X63 1.3M 
P02 1431 1 121 1.126 2.126 1.125 1.615 1.309 .X79 1 2(W .X23 2.573 
P05 .725 .642 6X0 1.1% .%9 .992 .X60 569 W l  524 .1)46 2 131 
POX 1.079 .99X 1.0X2 1.713 1.109 1471 1.243 .69X 1 197 6X3 1.432 1.213 2.555 
P13 1.051 .924 1.362 I.X62 .994 1.576 1.367 .937 1 339 .7X5 1.4 IX 972 1.2X9 2.621 
PIX 1.225 1.162 1.030 1.934 1.040 1.49X I.33X .995 1.335 .X52 1.994 949 1 319 l.3(X) 2.2W 
RIIO .619 .651 1.190 .697 .4(i9 .X57 732 .690 757 .515 .WiX 420 631 .X40 710 2 695 
RII2 .455 .5X4 .733 .70X .2X5 .701 .69X .5X3 537 .513 .479 2% 4X9 .X09 .539 944 1 741 
RI22 .367 .4X9 .621 .563 .330 .6IX .523 .565 526 .561 .413 276 .3(K) .501 ,477 1.0(i3 .6X4 1 X90 
RI25 .243 .321 .340 .272 .037 .477 .2X5 .226 316 .171 3M .075 202 .340 273 X75 442 702 2 159 
RP06 594 634 X21 .716 .62X 1.176 713 .X22 X41 623 62X 676 619 .X65 .656 W 655 651 435 2.530 
RPlft 557 410 .X42 .67X 50X 779 .669 .733 726 446 550 332 4(iX .752 514 713 314 57X 325 W2 2,3X4 
RP20 053 16X 34f) -.026 .099 105 .1X5 317 435 2X5 -(M5 (M4 117 261 107 .32X (W5 5X7 1.36 »04 99^) 2.237 
' I: inlercsl, .S: sign, P: pleasure, Rl. risk iniporlance, RP: risk probabilily 
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Table E.2. Covariance matrix of research data use in the causal models 
Job Interview Apparel ( n = 396) 
Items I S P I, s, P, RI, RP, BCx, 
I 23.552 
S 26.691 42.827 
P 24.589 32.296 37914 
I, 6.144 8.541 6.938 16.833 
S, 12.258 20.169 14.905 19.769 43.660 
P, 12.785 17.030 19.787 15.473 26.537 31.692 
RJ, 6.825 10.707 7 887 7 750 14.427 8 948 18 537 
RP, 4.203 6.739 5.487 6.432 10.637 7.727 7.544 11.224 
BC36, .230 .147 .295 .603 .933 .961 .260 .069 448 
BC37, 2.087 2.102 2.363 3.496 4.709 4.012 2.565 2.254 3.508 
BC38, 2.680 2.992 3.355 2.807 4.833 4.367 2.660 2.339 3 288 
BC39, 2.797 3.552 3.725 2.734 4.892 4.217 2.585 2.053 2.819 
Alhlenc Socks (n = 396) 
Items 1 S P I. s. P. RI. RP, BCx. 
[ 24.182 
S 28.021 45.346 
P 25.312 33.354 39.236 
I 1.797 3.254 1.707 24.941 
s. 4.548 7.034 4.808 31 863 58.829 
p, 2.364 3.636 3.677 25.296 38.202 37.606 
RI. -.343 1.419 -.369 14.158 19.166 16.182 28.357 
RP. 448 1.069 .633 14.150 22.169 16.702 12.411 14.625 
BC36, .317 .336 .329 I.7I8 2.209 2.205 1.022 .963 670 
BC37, .612 .958 .788 3.435 5.135 3.913 2.602 2.846 1 730 
BC38, .135 .002 .385 2.734 4.259 3.248 2.176 2.279 1.255 
BC39, .109 .282 .436 2.395 3.835 2.842 2.416 2.068 1.236 
^ I; interest S: sign. P: pleasure. RI: risk importance. RP; risk probabiIit\-. BC: behavioral consequence 
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Table E.3. Covariance matrix of research by gender: Job interview apparel" 
Female (n = 396) 
Items [ S P I, s, P, RI, RP, BC, 
I 19.894 
S 21.995 36.604 
P 18.100 24.169 26.745 
I, 4.890 6.900 5.079 16.560 
s, 10.031 17.267 11.288 19.807 43.936 
P, 7.738 10.754 12.326 14.866 25.326 27.844 
Rl, 6.836 10.147 6.677 7.700 14.119 7.375 19.665 
RP, 2.749 5.508 3.126 6.120 10.541 6.213 7.442 11 100 
BC, 3.221 4.399 3.463 5.068 8.504 6.436 4.746 3.911 9 103 
Male (n 
Items [ S P I, s. P, RI, RP. BC, 
1 18.559 
S 20.877 36.713 
P 19.383 26.051 33.519 
h 8.163 11.270 9.873 17.579 
s, 11.299 19.374 14.054 19.270 40.202 
P, 14.938 19.744 22.601 16.234 24.821 33.698 
RI, 3.773 8.407 6.389 7.686 13.910 10.749 15.167 
RP, 4.826 6.059 6.833 7.020 9.522 9.330 7.210 10.970 
BC, 5.045 4.330 6.941 6.270 10.034 9.485 5.245 4.319 10.991 
I: interest. S; sign. P: pleasure. RJ: risk importance. RP: risk probabilit}-. BC; behavioral consequence 
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Table E.4. Covariance matrix of research by gender: Athletic socks 
Female fn = 396) 
Items I S P I, s, P, RI, RI, BC, 
1 9.935 
S 2.660 38.015 
P 7.821 23.909 26.773 
I., .943 3.501 .901 24.427 
s, .284 6.909 4.084 31.282 57.642 
p, 371 2.234 1.400 25.131 36.539 37.416 
RI, 595 2.991 988 14.111 19.305 16.676 30.187 
RP, 196 1.733 .386 13.003 20.075 15.209 12.702 13.605 
BC, .464 -.056 -.116 5.268 7.953 6.217 5.322 4.019 3.X82 
Male ( n - S'D 
Items 1 S P 1. s. P. RI. RI. BC, 
I 18.956 
S 21.264 38.049 
P 20.241 26,704 34.663 
I, 6.587 5.921 7.614 26.096 
s. 12.570 13,372 13.721 33.103 61.477 
P. 9.078 9,234 11.832 25.833 42.670 38.451 
RI, 766 1,778 1.288 14.189 18.714 15.233 23.788 
RP, 4.510 3,689 6.316 16.779 27.004 20.519 11.423 16 768 
BC. 2.867 2.193 4.428 4.687 8.286 5.743 2,640 5.044 5.032 
•* I: interest. S; sign. P: pleasure. RI; risk importance. RP; risk probabilit\. BC: behavioral consequence 
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Figure F.I. Mean scores of 22 items in theapparel involvement scale 
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Table F I Error terms for the S-O-R model of apparel involvement 
Job interview apparel (.V = 396^) Athletic socks (;V = 397 ') 
Parameters BC36j BC37j BC38j BC39j BC36a BC37a BC38a BC 
S-O-R model 
9:n .14 .14 .14 14 12 12 12 ,12 
9::: 17 17 17 17 19 IX IS IS 
0:33 .24 .24 .24 .24 .23 23 ,23 ,23 
0.:« .32 .30 .32 .32 .15 16 .16 16 
0>:5^ .23 .24 .23 .23 .18 .17 .17 17 
9>:K, .34 .35 .24 .34 .20 .21 .20 20 
0:77 72 .71 .71 .71 .70 69 69 68 
0;S!( ,72 ,70 73 71 35 33 3 3 J 
0-: .06 07 07 07 or 01 ' 01 • 01 
0.:r,3 .16 .16 .15 .15 04 .04 03 03 
0 .S7 24 .23 .23 .23 ,16 16 .16 16 
H/:: .74 ,74 74 74 99 99 99 94 
.97 .75 .74 .70 81 67 70 76 
Alternative model 
0.U .15 .14 .14 .14 .12 .12 .12 12 
0-2 .17 .17 .17 .17 18 .18 18 IS 
0:33 .25 .25 24 .24 .23 23 23 23 
0:^ .31 30 31 .31 .15 . 1 1  16 16 
0:.^< .23 .24 23 .23 18 17 17 17 
0:t=o .34 34 34 .34 .20 20 20 20 
0:77 .47 .48 48 .47 58 58 .58 58 
0 :S!< .48 .48 .48 .48 10 .10 10 10 
0:- .06 .07 .07 ,07 . 0 1 '  , 0 1 '  .01 ' 01 
0:o3 .16 .16 16 .16 03 .03 .03 .03 
H':; .75 .75 .75 .75 .99 .99 .99 .99 
VK=3 .45 .45 .45 .45 .26 .27 26 ,24 
y\i^  .95 .73 .71 .68 .79 .64 .67 72 
' not significant (i < 2.00) 
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